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The Gold Medal of the Veteran Wireless Operators 
Association is the highest distinction in the wireless world. 
It is awarded annually to radio-men for valor in their pro- 
fession. Once a year the most outstandina case of hero 
ism and devotion to duty are carefully considered by a 
tegen seers and competent committee, who selects the most worthy op- 


a series presented by the 


American Commercial Alco erator for the award. 
hol Corporation in the belief 
that the outstanding awards 


in all fields of endeavor In every field of endeavor merit finds its reward. 


! 
are of universal interest 


Everclear'’ Alcoho! achieves recognition in the form of a 
steadily increasing number of satisfied users, who acknowl- 
edge it the perfect solvent for all flora! and essential oils. 


ee AMERICAN COMMERCIAL 
tle ALCOHOL CORPORATION 


405 Lexington Avenue - - - New York, N. Y. 








Plants: Pekin, Ill.; Philadelphia, Pa.; Gretna, La.; Sausalito, Cal. 
Sales offices in most large cities. Warehouse stocks carried at 
all principal consuming points 
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Progress Made Toward Code Completion 


Glass Container Code in Effect While Those for Other 
Branches Are Being Whipped Into Shape 
by C. W. B. Hurd 


ASHINGTON, Oct. 14.—Although there has 

been some progress in negotiations the situation 

regarding virtually all of the codes proposed 
for the essential oil and its afhliated industries still re- 
mains distinctly uncertain. 

The sole exception is the code of fair competition for 
the glass container industry, which became effective 
October 13 after having been approved by the Presi- 
dent on October 3. 

Otherwise, this date finds the code for the toilet goods 
manufacturers still in what appears to be its early prepa- 
ratory stages; the code submitted by manufacturers of 
essential oils is yet to be considered; hearings have been 
held on the code for the soap and glycerine industry, 
and final action is yet to be taken on the codes for the 
paper box industry and the folding paper box industry. 


Waiting on Retail Code 


In the meantime, the vitally important retail drug 
code is in a state of suspended animation pending final 
decision on the retail code. Although the retail drug 
code is a separate entity, the NRA has ruled that it is 
virtually parallel with the retail code, as was reported 
in detail in the last issue of THE AMERICAN PERFUMER. 

During this “period of uncertainty” the manufac- 
turers who are yet without codes remain operating under 
the President’s reemployment agreement which runs 
through December 31, and which itself has been in 
recent days a subject of dispute as to its real force at 
law, with General Hugh S. Johnson, industrial adminis- 
trator, expressing some doubt as to the legal force of the 
agreements. 

On the other hand, Gen. Johnson ruled that industrial 
codes hav e the force of law and are legally enforceable, 
once they are promulgated, whether an individual manu 
facturer or business house has subscribed to the code 
for his industry or not. 
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The hesitation over promulgation of the retail code 
and the retail drug code, since both involve the same 
principle, has been the so-called “price fixing” feature, 
as its critics term it, or the “price control” feature, as 
its friends term it. 

The codes provide generally that, in retailing goods, 
dealers may not sell at less than 10 per cent above in- 
voice cost on a wholesale price basis. Drugs and toilet- 
ries are excepted, the provision for them being that 
retailers may not cut prices more than 21 per cent 
below advertised retail prices, and there is a third ex- 
ception for food products. 

This provision is said to have the support of a large 
section of the retail business and it is endorsed by Gen. 
Johnson and a large part of his staff. On the other hand, 
it is being heartily opposed, because of the food prod- 
ucts mark-up, by the Agricultural Adjustment Admin- 
istration and by consumers’ representatives, who see in 
it a definite step toward price fixing. 

Thus far the dispute has appeared serious, but there 
is a strong possibility that the impasse will be broken 
in the near future—possibly before this report is pub- 
lished. The NRA still has the authority to promul- 
gate the code despite all objections and thereupon throw 
the fight into the open at a public hearing. 

That hearing will, in any event, be the final testing 
place for the two highly important retail codes. It will 
take place as soon as possible after promulgation of the 
codes, as all those interested either from a commercial 
or consumer st indpoint long hav e been familiar with 


their provisions. 
Essential Oil Code Laid Aside 
\s previously stated, the essential oil code is for the 
present in a perfectly quiet state, for the reason that 


the division to which it was referred has laid it aside 
until this same division has reached a conclusion of the 
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toilet goods manufacturing code and two others grouped 
with it. The only reason for this action, it is officially 
explained, is that those codes which affect the largest 
number of persons are being handled first. 

There is no effort to minimize the importance of the 
essential oil code; but it is felt that the others having 


precedence over it are more important. 


May Combine Cosmetic and Drug Codes 


And here the toilet goods industry, which in the re- 
tail code is linked with other items ranging from gro- 
ceries to hardware, finds itself again classed as part of 
a group, with its code possibly facing delay over the 
solving of differences affecting other industries. 

The toilet goods code is being handled by the same 
officials ‘ointly with the codes for packaged medicines 
and pharmaceuticals, because these are the three prin- 
cipal items of a drug store’s primary stock. 

How far the interlocking of the three codes will go 
is not determinable at this time, although there have 
been strong indications that before the conclusion of 
this work there will be at least an official suggestion 
that the three industries—toiletries, packaged medicines 
and pharmaceuticals—be merged under a single code. 
This, however, is not viewed as practical in informed 
quarters. 

The contents of these three codes, together with the 
at NRA head- 


quarters until they shall have assumed more definite 
form. 


essential oil code, held in confidence 


However, the toiletry code has been sent back once 
for revision, has been returned revised form and 
this date is being studied by the NRA in conjunction 
with requested revisions of the codes of the other two 
related groups. 

The toilet goods code must fit into a picture already 
partially filled in through the formulation of the retail 
drug code and the basic rules for all codes, as well 
harmonizing with the packaged medicine and pharma- 
ceutical codes. 

It is noted, in this connection, that while there is 
some similarity between the manufacture, distribution 
and exploitation of toiletries and packaged medicines, 
pharmaceuticals are of an entirely separate class, being 
composed exclusively of drugs issued only on physicians’ 


prescriptions. 
Glass Code in Effect 


The code for the glass container industry is interesting 
to manufacturers of toilet goods not only because of 
its probable effect on their business but because it is 
believed to set a general pattern which in many re- 
spects may be followed in the codes yet to come. How- 
ever, it does not touch on many delicate points, such as 
that of the hidden demonstrator, which are peculiar to 
the toiletry division. 

Hours of labor and wages follow closely the general 
pattern. Labor hours are limited to 48 in any one week 
with a required average of 40 hours per week over a 
six-month period. The minimum wage is stipulated 
40 cents per hour unless pay for the same work was 
less on July 15, 1929, and in no case may the minimum 
fall below 30 cents. 
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Administration of the code is vested in a committee 
of five to be established by the glass container industry, 
with the NRA having the right to name three non-vot- 
ing members. 

This code, too, contains under Schedule A, headed 
“Trade Practices,” a definite ruling for the sharing of 
available business following the statement that ‘the 
present capacity of the industry is far in excess of pres- 
ent or prospective needs.”” The schedule follows, in part: 


Business Sharing Provisions 


“Section 1. (a) It becomes necessary to conduct the 
industry in an orderly way and to maintain competitive 
conditions in order that the provisions and intent of 
the National Industrial Recovery Act may be effec- 
tuated. 
below 


Therefore, so long as the industry is operating 
70 per cent of yearly registered capacity for such 
period as the Administrator may approve, the principle 
of sharing available business equitably among the mem- 
bers of the industry shall be recognized, not to restrict 
production but to maintain a reasonable balance between 
production and consumption of glass containers and to 
assure adequate supplies thereof. 

“(b) When the industry is operating at 70 per cent 
of average yearly registered capacity for such period a 
is approved by the Administrator, the principle of ia 
ing available business shall be reconsidered by the indus- 
try and its recommendation transmitted to the Admin- 
istrator for his approval. 

‘(c) If at any time a majority of the industry 
shall vote against the principle of sharing available busi- 
ness equitably among the members of the industry, this 
code shall be amended as the members of the industry 
may determine and as the Administrator may approve. 

‘(d) To make this principle effective, the Code Au- 
thority shall formulate a plan for equitable allocation 
of production to each member of the industry or 
who may hereafter enter the industry and shall submit 
such plan to the Administrator for his approval. Such 
plan shall give due consideration to productive capacity 
and past performance and shall recognize the greater 
difficulties to be met by the smaller producers in the 
industry in operating on a curtailed basis, and such other 
factors as the Administrator may direct. After the 
Administrator has approved such a plan, the Code Au- 
thority shall from time to time, but not less frequently 
than each six months, prepare an estimate of expected 
Upon the basis of 
such estimate the Code Authority shall make equitable 
allocations to each member of the industry in accord- 
ance with the plan so approved. Each member of the 
industry shall be entitled to be registered by the Code 
The Code 


Authority shall take such steps as may be reasonably 


consumption of glass containers. 


Authority and shall be assigned an allotment. 


adapted to give notice to all persons operating that such 
allocation will be made. After such allotments have 
been assigned, no person shall produce glass containers 
in excess of his allotment.” 


Trade Practices” 


“Unfair 
Under Schedule B this code defines “Unfair Trade 
Practices” as follows: 
“SECTION 1. 


any unfair means whatsoever any party to an existing 


Inducing or attempting to induce by 


The American Perfumer 


contract with a member of the industry to violate such 
contract shall constitute an unfair trade practice. 

“Sec. 2. The defamation of a competitor by words or 
acts, imputing to him dishonorable conduct, inability to 
perform contracts, or questionable credit standing, or the 
false disparagement of the substance, grade, or quality 
of his goods, is an unfair trade practice. 

“Sec. 3. Imitation of a competitor’s trade mark, trade 
name, or exclusive and established design of product or 
package intended to identify the maker or vendor of the 
product shall constitute an unfair trade practice. 

“Sec. 4. The sale or offer for sale of any product of the 
industry with intent to deceive customers or prospective 
customers as to quantity, quality, substance, or size of 
such product shall constitute an unfair trade practice. 

“Sec. 5. The marking or branding of products of the 
industry for the purpose or with the effect of mislead- 
ing or deceiving purchasers or consumers with respect 
to the quantity, quality, grade or substance of the goods 
purchased, shall constitute an unfair trade practice. 

“Sec. 6. The payment or allowance in connection with 
any sale of secret rebates, refunds, credits, or unearned 
discounts, whether in the form of money or otherwise, 
or extending to certain purchasers confidential prices, 
special services, or privileges not extended to all pur- 
chasers of the same class under like terms and conditions, 
shall constitute an unfair trade practice. 

“Sec. 7. Commercial bribery or the making of prom- 
ises to any purchaser or prospective purchaser of any 
product, or to an officer, employee, agent, or representa- 
tive, of any such purchaser or prospective purchaser, of 
any bribe, gratuity, gift, or other payment or remunera- 
tion, directly or indirectly, without the consent of the 
representatives’ employer or principal, shall constitute an 
unfair trade practice.” 


Hearings on Soap Code 


Hearings on the proposed code for the soap and 
glycerine manufacturing industry, held on October 5, 
were featured by the testimony of R. R. Deupree, presi- 
dent of the Association of American Soap and Glycerine 
Producers, Inc., who told Deputy Administrator C. ¢ 
Williams that he expected the proposed code to “restore 
the total pay of workers in this industry to substan- 
tially more than $30,000,000.” 

The added wages under the code, Mr. Deupree said, 
are estimated at $3,000,000 to $3,500,000, paid to b:- 
tween 1,200 and 1,800 new workers. In addition, he 
said, between $1,000,000 and $1,500,000 already is be- 
ing paid to some 2,000 workers added to the industry 
under a program for shortened hours and work sharing 
adopted along the lines of NRA principles before the 
NRA program was devised. 

“We anticipated in actual practice,” Mr. Deupree said, 
“one of the major principles of the NRA through mate 
rially reducing the hours of work. We were active 
from the beginning in the share-the-work movement, 
and companies both large and small put the share-the 
work principle into practice in their plants.” 

Citing the stipulation of a 40-hour average work 
week in the proposed code, Mr. Deupree testified that the 
hours of labor of employees in the industry for which 
he spoke had been decreased from between 50 and 60 
in the period of 1927-1929 to between 40 and 48, ex 
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cept for a few small factories that still work their 
employees §0, 60 or more hours per week. 

Mr. Deupree said there are approximately 800 manu- 
facturing companies which come under the proposed 
code, including makers of various soaps and cleansing 
preparations, the total number of wage earners in 1931 
having been 14,163. 

Another spokesman for the industry, N. N. Dalton, 
vice-president of the Colgate-Palmolive-Peet Co., said 
that there is no child labor in the industry but that 
the majority of the workers may be classified as semi- 
skilled or unskilled. 

Mr. Dalton particularly cited the proposed 40 cents 
per hour minimum wage, which he said is considerably 
above the wage scale in effect in many small factories in 
the East and 10 to 20 per cent above wage scales in 
most factories, large or small, in the Middle West, and 
added: 

“Our industry is accepting this basic wage as part 
of our contribution to the NRA program.” 


Other Codes Presented 


Supplemental codes were requested at this hearing on 
behalf of some specialty manufacturers, especially by 
J. H. Weiss, of the Cudahy Packing Co., who said he 
spoke for the makers of “Old Dutch Cleanser,” ‘Sun- 
bright Cleanser,” “Kitchen Klenzer,” ‘Home Service,” 
“Lighthouse,” “Crystal White” and “Octagon,” “Gold 
Dust” and “7-11 Cleanser.”” He was agreeable to the 
labor provisions of the basic soap code but said his 
group desired a different set of trade practices. 

These supplemental codes also were requested by Dr. 
Foster D. Snell, secretary of the National Association 
of Chemical Specialty Manufacturers, Inc.; George Link, 
Jr., representing the Bon-Ami Co., and Col. F. Spencer, 
attorney for the Wallpaper Cleaner Manufacturers As- 
sociation. 

“T think this matter can be worked out satisfactorily 
in conference,” Mr. Deupree said at the conclusion of 
their testimony. 

As spokesman for the American Federation of Labor 
at this hearing, David Kaplan urged strongly the lower- 
ing of hours of work to 36 per week or less. Citing 
Mr. Deupree’s testimony of the manner in which hours 
already have been lowered in this industry, Mr. Kaplan 
said that a 40-hour week would create little employ- 
ment but, on the basis of statistics gathered by his 
organization, said a 36-hour week would make 3,000 
new jobs and a 30-hour week some 6,500. He also 
asked for a 45-cent minimum wage rate per hour with 
a guaranteed minimum wage of $16 per week. 

Hearing dates are yet to be set for the other codes 
mentioned in this report. 


May Have Joint Flavor Code 


The Flavoring Extract Manufacturers Association of 
the United States, through its executive committee, 
which met in New York October 7, endorsed the project 
for a code of fair competition tor the flavoring prod- 
ucts industry as a whole. This will divide the industry 
into four sub-divisions, each of which would come 
under the code but would be 1utonomous for its par 
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New Products | 41 


N the following columns appear descriptions of 
various new products recently placed on the 
market by perfumers and manufacturers of 

branded toilet goods. These new products have 







New Items by Audrey Allyn Company 
In the photograph at the left are shown two items in the artistically 
designed line of the Audrey Allyn Co., of Detroit, Mich. A color scheme 
of black and white predominates, and is especially 
? well done in the lotion package shown in the illus- 


tration. This milky white liquid, in a transparent 


square label, presents a neat package. The fibre talc 
container, also illustrated, is of modernistic design, 
with a metal top. Each has a distinctive black and 


white printed paper label with a varnish finish. 


Pond’s Redesigns Cream Jars 

The Pond’s Extract Co., of New York, has done a 
fine job in redesigning its cream jars. The new 
packages, illustrated at the left above, are a decided 
improvement and give the company’s line a modern touch. As may be 
seen in the photograph, the opal jars are of an unusual shape that imme- 
diately attracts attention. They are set off to good advantage by bright green 
metal closures of the screw-type. The printed paper labels are similar in style 


to the old Pond’s labels, carrying the usual lettering on a white background. 


Yardley’s New Baby Gift Set 


Yardley & Co., Ltd., of New York, is offering something quite new this 
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Fall—a baby set. Containing two cakes of oatmeal soap and a decorated tin 






of baby talcum, the set, which is shown at the left, may prove a solution to 
many a person’s baby gift problem. The cream colored paper box is unusually 
attractive. It is decorated with a printed reproduction of a crayon drawing of a 
baby’s head. The paper wrappings on the soap match the color of the box 

and have printed red and_ black labels. 


glass bottle with black plastic closure and small 


Tae Coty Presents a New Compact 


g With the slogan, ‘Coty has put beauty back 
on the gold standard,” Coty, Inc., New York, 
last month introduced new gold-toned metal 
compacts. They come in single and double 
models, and represent a worthwhile piece of 
jew elry. Emphasizing the richness of the metal 
are turquoise plastic flanges and inlays fitted 
into the cases and lending them an air of dis- 
tinction. The compacts are being featured in 
the new Coty Christmas items, two of which 


are illustrated at the left. 
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and Packages 


recently been featured in retail merchandising 
campaigns, and the information is presented from 
the standpoint of the consumer and through the 
kind co-operation of the manufacturers. 


Louis Philippe Offers New Face Powder 


Louis Philippe, Inc., Chicago, has chosen a dainty oval paper box for 


its new face powder. The box, shown at the right, is nicely designed, 
being white, trimmed with pink, and with a little pinkish design through 
out. The Louis Philippe signature is printed in 
black across the top of the box. The powder is 
offered in three new French nude shades: ‘‘Paris 


Bloom,” ‘Rachel de Paris,” and “Naturelle de 


France,” and is being promoted over the radio. 


Hind’s Line Repackaged 
Lovely new packages have been designed for the 
“Hind’s” line of Lehn & Fink, Inc., New York. 


Representing a radical departure from the old ned 
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maroon and silver color scheme, the new packages, 


illustrated at the right, are appearing in a color 





scheme of peach, black and rose red. The honey 
and almond cream and toning cleanser bottles 
are of glass and are equipped with fluted plastic caps which match the red 


of the printed paper labels. The motif of the cleansing cream and texture 


AAMAS 
° j exer ins 
cream opal containers is similar, but they are capped with metal closures. PSs 


Armand’s Dusting Powder Package 


A most attractively designed dusting powder package is being offered 
by the Armand Co., of Des Moines, lowa. The cylindrical paper box is 
of a cream and pink color scheme, and carries the familiar Armand trade 
symbol and lettering printed on both the top and side of the outer drum. 


The package, which is shown in the illustration at the 





right is equipped with a large, luxurious puff. 
The powder is said by the manufacturer to counteract 


perspiration and to be delightfully scented 


St. Denis Line Repackaged 
Parfumerie St. Denis, Inc., New York, always an 
active follower of the latest in package design, has 


again come to the front with new packages—this time 


with a new presentation of its line. Three of the 
repackaged items are shown at the right. The color 
scheme is ivory, vermillion and royal blue. The 


eau de Cologne and bath salts containers are of glass, 
topped with enameled metal closures of ivory and red, 


and with printed paper labels. The bath powder 





comes in an unusually attractive paper box. 
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Tre-Jur’s New Bath Powder 


An attractive new bath powder container is among 
the new products being shown by the House of Tre-Jur, 
Inc., New York, at its annual Fall showing in the Hotel 
McAlpin. This 
new package, 
which is illus 
trated at the left, 
is one of the most 
distinctive the 
company _ has 
placed on the 
market. It is an 
octagonally 
shaped box cov- 
ered with  faille 
silk in pastel 
shades. Low on 
the front appears 
the Tre-Jur trade 





mark stamped on a gold colored metal label. This label 
also appears on the inside of the flap cover. 


New Myon Lipstick Popular 


A new item which is gaining in popularity is the 
jewel lipstick, a creation of Myon, Paris, and recently 
introduced in this country by Al Rosenfeld, Inc., New 
York. The lipstick comes in a beautifully enameled 
metal case in three colors, red, black and green. 


Noonan Brings Out New Line 


The “Deborah Munroe” line of beauty preparations, 
recently introduced by T. Noonan & Sons Co., of Bos- 
ton, is strikingly packaged. The new line consists of 
twelve different items, seven of them creams, the re- 
mainder lotions. All are packaged in both booth and 
retail sizes, and are being marketed through beauty shops. 
Both jars and bottles are finished with metal screw caps 
of azure blue. The trade name, “Deborah Munroe,” in 
simulated hand-writing, appears in black on the white, 
cellulose-covered jars. White lettering is used on the 
transparent bottles. An unusual treatment has been 
employed in this connection, for the lettering and deco- 
rative motif, a tiny silhouetted head, are printed on the 
cellulose covering which is gummed to the surface of the 
bottle and completely covers it. 





386 October, 1933 





Eau de Cologne by Molyneux 


The latest creation of Les Parfums de Molyneux, Paris, 
France, is a ‘““Connu” eau de Cologne. This new item, 
shown below, is presented in a slim, fluted glass bottle 
which is fitted with a_ glass 
stopper. A small printed paper 
label decorates the package 
which is being promoted here 
by Molyneux, Inc., New York. 


Powders in London 


One of the aims of the mod- 


} 
Lav 06 COLOGME 
LE PARFUM > 


ern cosmetist 1s to produce a 


shade of powder which will suit 


CONN?E 
a woman all day and at night, o ae 
s MOLYNEL 

since experience has shown that : oaus® 


many women will not trouble 
to keep many different shades 
tables; 
often they have not time to 


upon their dressing 
take off their day make-up en- 
tirely before evening engage- 
ments. 





A number of such _ pow- 
ders are now popular in Lon- 
don. Golden ochre is the color of one which gives the 
fashionable peach-gold glow to the skin, equally becom- 
ing to blondes and brunettes. This is intended to be 
applied directly after a lotion with a powder base of 
the same shade, in order to obtain the mat look. 

Indian rose is the name of another powder of much 
the same shade which can be used by day and night. 
Tea rose is the favorite of another specialist, who has it 
also in a special quality made up for dry skins. 

Marly Repackages Face Powder 

Les Parfums Marly, Inc., New York, has added an- 
other distinctive touch to its beautiful line with a newly 
designed face powder package. The smart paper box is 
larger than the old, and comes in a pretty carton. 


Renaud Offers “Parfum Jewels” 


Renaud et Cie, of Boston, recently introduced a new 
merchandising plan and in connection with it an ex- 
quisite new flask for the ‘Parfum Jewel,” shown below. 
The container is a semi-crystal glass flask, hand-cut, and 
hand-polished, with a sparkling glass stopper applicator, 
in canary, blue, or peach. The tinted flask is packaged 
in a green and gold paper carton. Every purchaser of a 
“Parfum Jewel” re- 
ceives in the package 
a certificate of appre- 
ciation. Attaching the 
sales slip, the pur- 
chaser forwards this to 
Renaud company in 
Paris, with ten cents 
to cover the cost of 
mailing, and_ receives 
six weeks later a dram- 
sized flacon of the 
new “flowers of the 
olive tree,” the new 





Renaud fragrance. 
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“A Salesgirl's Story of Switching” 






Prominent Class Magazine Publishes the 
Salesgirl’s Side of Toilet Goods 
Sales Methods 


VERY interesting contribution to the controversy 

over the hidden demonstrators in drug and de 

partment stores appeared in a recent issue of 
Advertising and Selling. While there is undoubtedly an 
argument to be made for both sides of this controversy, 
the fact that a magazine devoted to adv ertising in gen- 
eral has taken up the subject indicates that interest is 
more general, and that the general public is rapidly be 
coming aware of the situation existing in the department 
store particularly. 

The article purports to have been written by a sales 
girl in a prominent chain retail drug outlet. She dis- 
cusses the demonstrator and the p. m. in part as follows: 

“Don’t sell her that. There’s no oil on it.” 

It was my first morning behind a cosmetic counter, 
and the words were those of the experienced salesgirl 
next to me. 

(“Oil” or “spiff,” as it is also called, is salesgirls’ slang 
for p.m., the commission with which certain toilet goods 
manufacturers reward clerks for selling their merchan 
dise. ) 

The customer had asked for Colgate’s violet talcum 
and I had gone obediently around to the other side of 
the counter to get it. But my mentor, a hidden demon- 
strator, slipped a can of Hudnut’s talcum into my hand, 
whispering, “Ask her if she’s tried this. Put a little 
on her hand. Tell her to smell it, rub it in, see how soft 
it aa.” 

I did as I was told. The customer smoothed a little 
tale into the back of her hand, sniffed the odor and said, 
“Til ery 1.” 

As soon as she left, my demonstrator-instructor was 
at my elbow with a flat blank book ruled into columns 
—the p.m. book. Above one column she wrote my 
name. 

“Now put your sale down here,” she said. In this 
store Hudnut’s talcum sold for 28c. The p.m. on it 
was five per cent. I had made one cent for myself by 
the substitution! 

It was surprising to me that the substitution was so 
easily made. But I soon got used to the customer’s ac 
ceptance of the clerk’s advice—an acceptance based on 
implicit belief in the clerk’s impartiality. Indeed, the 
clerk’s advice is often solicited—and thus does the fly 
walk smack into the spider’s parlor. Such was the case 
with my next customer. 

Two girls approached the counter. 

“We want some perfume,” one girl said, “but we 
don’t know what we want.” 

The other girl giggled. “We only know we want 
what gets the men.” 

My demonstrator smiled. 

“Have you ever tried Gemey? More men buy that 
as presents for their girls than any other perfume.” 
(This, of course, was nonsense, but the girls had given 
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the clerk a clue, her quick wits took advantage of it. 
After all, a sale is a sale.) 

She brought an open bottle, let them smell it, sprayed 
a little on each of them. The girls liked it, but one of 
them had an idea in the back of her head. 

“We thought maybe we'd like to try some Shalimar,” 
she said hesitantly. 

The clerk brought out the bottle, but urged, “Why 
don’t you try the Gemey? That’s what the men go 
for.” 

They debated a moment, then accepted her advice, 
and went off to share a $1.00 bottle of Gemey between 
them, happy in the certainty of future conquests. 

“Never sell Guerlain if you can help it,” my demon- 
strator-instructor advised me as she w rote down her 
sale in the p.m. book. “They’re the tightest people in 
the world. They never pay you a cent for it.” 

All the clerks behind the toilet goods counter in 
this particular store were hidden demonstrators. That 
is, they were paid by some cosmetic manufacturer, not 
by the store in which they were working, although as 
far as the public could tell they were in the employ 
of the store. Such a demonstrator must push her own 
goods first; failing to make a sale of that she will show 
you whatever merchandise is p.m. Suppose, for in- 
stance, you stepped up to the counter, and just said, 
“T want a lipstick.” If the girl who waited on you was 
a hidden demonstrator for Coty she would instantly 
show you Coty lipsticks. If, however, you happened 
to get the clerk standing next to her, you would be 
shown only Hudnut lipsticks. If you didn’t like any 
that were first shown you by the Coty girl, she would 
then show you Hudnut or Dorothy Gray or Tattoo or 
Rubinstein or any other p.m. lipstick. You would never 
by the remotest chance be shown a lipstick that was 
not p.m. unless you demanded it by name, and stuck 
absolutely to your demand. 

I learned one display trick almost my first day be- 
hind the counter. In arranging a display of compacts 
| included one made by Yardley, a most attractive thin 
gold case that would almost sell on sight. But as soon 
as my superior saw it she snatched it out. 

“Never put anything of Yardley’s on display,” she 
scolded. “We don’t want to push that stuff. There’s 
no oil on it.” 

The influence of the p.m. went even deeper than that. 
Yardley’s have been having a good combination deal: 
box of face powder and loose powder compact for $1.35. 
This was stocked, there being some demand for it, but 
we never had more than one box in any shade of powder 
at a time, and never did we have it in all the shades. 
In the meantime a powder and perfume deal of Coty’s 
was stocked in all imaginable combinations. 

The success of this switching is based on three things: 

1. The unsuspecting confidence of the public in the 
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absolute impartiality of the clerk. (‘“Well, if you think 
it’s best,” customers say, ‘you ought to know.”’) 

2. The determination of the clerk to put over the 
p.m. sale, a determination which leads to forceful sales- 
talk. 

3. The visual, tactile and olfactory selling done by 
the product itself, adroitly demonstrated by the sales- 
girl. 

You would think there wasn’t much inducement in 
a Ic. p.m. to make a switch from Colgate’s talcum to 
Hudnut’s, but you would have to be trying to make 
a salary of $17.50 a week cover all your needs before 
you could realize what a tangible stimulus that weekly 
p.m. bonus is. 

We were lucky in this store to get our p.m.’s. Ina 
large chain drug store in which I also worked the girls 
were all in the employ of the store and had to sell over 
$340 in merchandise a week in order to get any p.m.’s. 
Now five per cent of $340 is $17.00, which is what 
these girls received as salary. In other words, the com- 
pany was absorbing the p.m.’s. in order to pay the girls, 
thereby saving themselves most of the salary over- 
head. 

Being on the p.m. list does a manufacturer mighty 
little good in a store in which demonstrators are em- 
ployed. In a store where there are no demonstrators he 
is better off than a manufacturer whose goods are not 
p.m. because his merchandise is fully stocked and dis- 
played. But—and this is a great big but, he is one of 
such a large crowd that he still has to rely on his pack- 
age, his advertising, and his displays to move his mer- 
chandise out of the store. Not many manufacturers 
seem to realize this; more and more of them are rush- 
ing to get on the p.m. list as though that were the 
answer to all their problems. At least one a week was 
added to the list in the two months I clerked behind a 
cosmetic counter this Summer. 

Manufacturers are killing the p.m. in the surest way 
there is to kill it—too much of a good thing. 





Competition Keen in Guatemala 


Toiletries are probably best sold in Guatemala 
through the medium of a manufacturers’ agent who 
sells on commission from samples and catalogs. The 
sale through a manufacturers’ agent is particularly ad- 
vantageous, since he is usually of assistance in checking 
the financial condition of the customer. There is con- 
siderable competition in this line in Guatemala, and the 
market is comparatively small.—Viéice-( onsul William 
E. Flournoy, Jr., Guatemala. 





Cuban Exports of Crude Beeswax 


Total exports of crude beeswax from Cuba for the 
4-year period 1928 to 1931 and the quantities shipped 
to the United States are given below: 


I xports to United 


Fotal Exports States 
Pounds Value Pounds Value 
1928 SO8,921 148,532 423,647 136,045 
1929 608,821 166.456 §99.790 163,693 
1930 $56,743 140,807 S4H1 855 139,926 
1931 1,282,556 146,226 653,614 122,157 


—( fonsul Harold E. Tewell, Habana. 
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Retail Druggists Hold 35th Convention 


ITH an approximate attendance of 2,000, the 

National Association of Retail Druggists held its 
thirty-fifth annual convention in Chicago September 
18-22. Monte L. Powell, of Denver, was elected presi- 
dent for the coming year. Samuel C. Henry, while not 
re-elected secretary, was exonerated of charges brought 
against him during the year. John W. Dargavel, of 
Minneapolis, was elected to succeed him. 

Other officers elected were: Vice-presidents, a es 
Chichester, Macon, Ga.; 
George Bingham, Buffalo, 
N. Y., and Z. V. Kerrigan, 
St. Louis, Mo.; treasurer, 
Oscar Rennebohn, Madi- 
son, Wis.; and members of 
the executive board, Har- 
vey A. Henry, Los An 
geles, and George L. 
Secord, Chicago. 

The association adopted 
resolutions reathrming its 
adherence to the principle 
of right of contract; com- 
mending the removal from 
the Prohibition Depart- 
ment of A. V. Dalrymple; 
endorsing the “100 per cent captain plan” presented 





MonTE L. Powe. 


by the California Pharmaceutical Association; urging 
the NRA to incorporate in the retail code the right of 
contract; requesting provisions in the code for over- 
head and reasonable profit; asking representative from 
small retail druggists be appointed to assist Secretary 
Roper and Administrator Johnson; condemning prac- 
tice of manufacturers or wholesalers of engaging in re- 
tail drug business; and declaring as discriminatory and 
unfair the custom of some manufacturers in mentioning 
the names of only a few dealers in their advertising of 
products also carried by others. 

The N. A. R. D. Exhibitors Association held its 
usual interesting exhibition in connection with the con- 
Joseph Triner, of Joseph Triner Co., was 
elected president of the group at its annual luncheon 


vention. 
meeting. Among the manufacturers in this field who 
exhibited their products were: Armand Co., Campana 
Corp., Colgate-Palmolive-Peet Co., Crystal Corp., Lam- 
bert Pharmacal Co., Ben Levy Co., Marian Lambert, 
Inc., Norwich Pharmacal Co., Owens-Illinois Glass Co., 
Pepsodent Co., Prophylactic Brush Co., E. R. Squibb & 
Sons, Frederick Stearns & Co., Wm. R. Warner & Co., 
Western Co. and J. B. Williams Co. 





Coming Conventions 


American Beauty and Styles Exposition, Grand Cen 
tral Palace, New York, October 23 to 27, 1933. 

Association of Official Agricultural Chemists, Raleigh 
hotel, Washington, D. C., November 6 to 8, 1933. 

Exposition of Chemical Industries, Grand Central 
Palace, New York City, December 5 to 10, 1933. 

Fourth Packaging Exposition, Hotel Astor, New 
York City, March 13 to 16, 1934. 

Mid-West Beauty Trade Show, Sherman hotel, Chi 
cago, April 2 to 4, 1934. 
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Farewell to All That! 






Code or No Code, Toilet Goods Advertising 
Must Be Thoroughly Debunked 


by Leroy Fairman 


HERE is one thing in which the perfumery and 
cosmetics industry may take a deep and justifiable 
pride; its advertising has never been tainted by 
competitive comparisons and criticisms. 
Each advertiser has stood squarely upon his 
own feet, talked about his own goods, and 
made no invidious references, direct or 
veiled, to the products of his competitors. 

This is no slight matter. In the recent 
frantic scramble for business, many adver- 
tisers—even in so important and hitherto 
ethical an industry as the automobile busi- 
ness—have slammed away openly and 
lustily at each other, and made competitive 
claims and comparisons which are in very 
bad taste, to say the least. 

But, although the toiletries industry may point with 
pride to its clean record in this particular, present busi- 
ness conditions and the pending repressive and correc- 
tive governmental activities touching upon merchan- 
dising and advertising methods in all lines of business, 
call for a new inspection and evaluation of methods 
and strategy. 

What, in the present strong light thrown upon ad- 
vertising from many standpoints and directions, con- 
stitutes perfumery advertising which is at once ethical, 
censorproof and effective? How shall we advertise so 
as surely to keep within the most rigid requirements 
which may possibly be imposed, and still secure the 
maximum return for every dollar expended? 

In order to determine the correct answer to these ques- 
tions, let us see what is to be learned from the latest 
scientifically directed inquiries into advertising effici 
ency. 

To my mind the most important and significant of 
recent inquiries is that conducted by about 60 psychol- 
ogists in cities and towns throughout the country, under 
the direction of Dr. Henry C. Link, in charge of Market 
Research for the Psychological Corp. 

The purpose of this investigation was to determine the 
extent to which various advertisements and campaigns 
actually “penetrated the minds” of those who saw them, 
and were thus directly and permanently connected up 
with the human needs and desires to which the adver- 
tisements were supposed to appeal. 

The result of tests covering over 10,000 women, 
among consumers in general, showed that it was often 
the case that one advertisement, or a limited campaign, 
exerted more of this sales-producing influence than did 
a number of advertisements, or an extensive campaign. 
It was also found that the mere repetition of a faulty 
or ineffective slogan, phrase or theme, was of no avail, no 
matter how much space was used or how many media; 
on the contrary, that a phrase or an idea which did not 
register quickly would not register at all. 
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Right here | would interpolate the thought that many 
advertisers are deceived by the fact that products are 
sometimes put over by advertising which even super- 
ficial tests would prove to be ineffective; 
this occurs because a great volume of al- 
most any kind of advertising will event- 
ually impress the name and uses of a prod- 
uct upon the public mind, and the power- 
ful merchandising effort which invariably 
accompanies such lavish advertising enlists 
the support and co-operation of the trade. 

To return to the results shown by the 
investigation in question, it was found 
that true advertising effectiveness of the 
“penetrating” type does not depend upon 
the size of the advertisements, nor upon 
position or the use of color, but upon the psy chological 
validity ot the theme or message used by the ady ertiser. 
This confirms the experience of many advertising prac- 
titioners, and should be heartening information to the 
advertiser whose pocketbook does not permit the heavy 
advertising appropriations of some of his competitors. 
Naturally, if the message is right the more money 
spent upon it the greater the returns, but given the 
right theme and the proper presentation, the adver- 
tiser with limited means should not let that fact dis- 
may or deter him. 

As an illustration of what is meant by the “psycho- 
logical validity” of the message, it was found that over 
93‘, of large groups of women, questioned at different 
times, answered correctly the question, “What soap is 
advertised as good for ‘B. O.’, or Body Odor?” 

This was by far the highest percentage of correct 
answers reached in the investigation, and to the extent 
to which this advertising theme has penetrated the 
public consciousness is attributed the fact that tabulated 
results placed the sales position of “Lifebuoy” first 
among men and fifth among women; this, be it remem- 
bered, in competition with fine toilet soaps which have 
been heavily advertised for many years. It should also 
be borne in mind that “Lifebuoy,” in such a com- 
petition, suffers greatly from physical characteristics 
which are far from appealing to the senses. 

The “Lifebuoy” figures, and other results of a similar 
nature, confirm the psychologists’ conclusions that it 
is not the mere seeing of an advertisement, nor its read- 
ing, nor the admiration which it may excite, that deter- 
mines its effectiveness, but the psychological validity of 
its message—the extent to which it lastingly pene- 
trates the mind. 

In the case of “Lifebuoy,” by far the most striking 
example of this validity of theme and message, what 
do we find? 

We find that the advertising is directly and forcibly 
pointed at the urgent need for the correction of a hu- 
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man condition which actually exists, and that “‘Life- 
buoy” is tied up to that need in the strongest possible 
manner. We conclude, therefore, that the most ef- 
fective theme or message for any advertising must re- 
late to the elimination or correction of conditions 
injurious to the comfort, health or happiness of the 
consumer; or which will encourage and enhance favor- 
able conditions now present. 

Now then, let us return to our perfume bottles and 
see what we can do to adjust advertising to this defi- 
nition. 

Will the use of a perfume eliminate or correct con- 
ditions inimical to the comfort, health or happiness of 
the user? 

If so, what are those conditions and how will the 
use of perfume remove or relieve them? 

Will the use of a perfume encourage or enhance favor- 
able conditions which the consumer now enjoys—such 
as attractiveness, personal popularity, and 
personality? 

If so, why and how? 


engaging 


And while we are asking questions, are there good and 
sufficient reasons why a certain odor, or a certain brand 
of perfume, is especially indicated for certain classes 
of users—blondes or brunettes; the placid or the viva- 
cious, the pronounced personality or the colorless? 

It may be that nobody has the answer to these ques- 
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tions. It may be that a perfume is so subtle a product; 
that its special fragrance is so impossible to accurate 
description, that its applicability to human needs and 
desires is one that cannot be positively defined. 

If so, let the perfume advertiser content himself with 
good illustrations of his packages and short and simple 
He will then be safe as well as sane, 
and will sell more goods than he can if he follows the 
example of those advertisers who fill their space with 


descriptive copy. 


vague generalities, absurd claims and_ high-sounding 
folderol. The day of that sort of bunk has passed. 

What is true of perfumes is true of all toiletries. 
Specific claims which are true to fact are more and 
more essential. The mind the consumer of to-day 
cannot be penetrated by any other kind of advertising. 

Women are no longer impressed by flowery language, 
by claims that a cream or a powder will work miracles 
of rejuvenation and beautification for users of all ages, 
classes and complexions. 

But, the advertiser may say, it is not possible to dis- 
cover or devise a use for a powder, a cream or a rouge 
which is so new, novel and striking as the idea upon 
which “Lifebuoy” advertising is based. There are no 
new uses for toiletries, or new claims of psychological 
validity to be made for them. 

There is much truth in that. But the advertiser 
can at least avoid future trouble for himself by telling 
the exact facts about his prod- 
ucts, and if he gives the mat- 
ter some careful thought and 
study he may evolve some dif- 
ferent kind of product, or some 
plan or theme for advertising 
an old product, which will 
strike a new and true note. 

This very thing is being done 
to-day. New evidence of that 
fact is cropping up in current 
advertising. Two, which have 
recently come to my notice, are 
reproduced herewith. 

I have no knowledge of the 
“Tattoo” product, but from the 
advertisement it would appear 
to be an article which seeks to 
overcome some of the objections 
to the usual kind of lipstick, 
and as such to offer opportuni- 
ties for advertising which will 
make the kind of impression 
which leads to sales. 

The “Barbara Gould” adver- 
tisement has no new inventions 
to talk about, nor does it pre- 
sent any new slogan or theme. 
But it does set forth, in a reason- 
able and obviously sincere man- 
ner, the exact uses of the prod- 
ats § ucts advertised, and what they 
will do for the consumer. These 
qualities, by their frankness and 
freedom from exaggeration — 
aided, as they are, by a very 
interesting illustration — c om - 
mand respect and should pro- 
duce excellent results. 
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Bulk Perfume Dispensers Are Packages 


Manufacturers Find Problem of Safe Dram Sales 
Aided by Latest in Dispensing Bottles 
by Ruth Hooper Larison 


HEN the Mountain won’t go to Mahomet, 

Mahomet must go to the Mountain . . . in 

this case Mahomet is the perfumer and the 
Mountain bulk perfume selling. Retail 
perfume sales are certainly not anything 
to brag about these days, but wide awake 
retailers have patched up some of the holes 
in their toilet goods dollar volume with 
bulk perfume and will continue to do so 
perhaps indefinitely. 

Selling perfume in bulk has always been 
a two-edged sword. Manufacturers of 
nationally known perfumes have carefully 
avoided it whenever and wherever pos- 
sible. Those who have entered the field, 
reluctantly to be sure, have been faced 
with no end of conflicting problems some of which 
have affected the retailer as well. To some of them 
the retailer has simply shrugged Ais shoulders and 
taken Ais profits with little or no concern about the 
often more serious problems faced by the perfumer. 
But bulk perfume sells! 

And since this is the case it is now time perhaps to 
solve some of the more pressing problems of bulk 
sales and turn liabilities into assets. For in the last 
analysis the better grade, and by that I particularly 
mean the leading perfumes on the market today, should 
be leading in bulk perfume sales as well as packaged 
sales. While I am especially interested in reviewing 
this subject from a packaging point of view, I will 
need first to sketch briefly some of the drawbacks of 
both the past and the present that made perfumers 
reluctant to take an active part in this form of mer- 
chandising. 

We might go back first to the drug store of the early 
1900’s when the pharmacist carefully measured out the 
desired perfume into a prescription bottle which in turn 
was even more carefully emptied into a fancy (and 
often imported) dressing table bottle. This seemed 
all very simple and practical until the national adver- 
tising of perfumes made women not only scent con- 
scious but bottle and package conscious. Then came 
more and more buying in packaged units and less and 
less in bulk form. 

In those hectic days of a few years ago when a 
dollar was easy to get and easy to spend, twenty-five 
dollar perfumes found hardly more sales resistance than 
a five dollar bottle does today. But times did change 
as we all know only too well. And while manufac- 
turers of perfume were still scratching their heads and 
wondering what they were going to do about the 
abrupt curve down on their sales charts, retailers re- 
membered that bulk perfume had sold in the past— 
in fact had always sold to some extent—and that 
maybe this was the psychological moment to revive it. 
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Out came bulk bottles, some covered with dust, in 
went bulk perfume, and women once more opened their 
pocketbooks. Perfumers stopped scratching their heads 
‘and shook them sagely. ‘If women are 
willing to buy perfume by the driblet we’ll 
sell it to them in our own bottles already 
packaged.” And Mrs. Consumer gladly 
accepted the small sizes and little replicas 
of the large elaborate bottles. 

But that didn’t put a stop to bulk per- 
fume sales! I honestly believe it increased 
Women had formed 
the habit of buying everything in small 
quantities and perfume was to be no ex- 
ception. They had also had a taste of 
luxury in the guise of variety of odors and 
with every beauty editor from coast to coast preach- 
ing the gospel of several perfumes instead of just one, 
bulk perfume buying had less sales resistance for the 


the demand for it. 


consumer than any other form of perfume distribution. 
And that in spite of all the grief both the retailer and 
the perfumer had to contend with. That brings things 
up to the present day, and here we are with beauti- 
fully packaged numbers nationally advertised and bulk 
perfume of the same numbers as well as of unknown 
brands selling over the same toilet goods counter in 
the same store. For all its problems buyers admit it 
builds sales figures. And sales figures talk more elo- 
quently today than perhaps ever before. 

At this point I want to say a word about the cut- 
rate perfume shops brazenly advertising “Imitation of 
So and So’s perfume” and selling it. They are a dis- 
tinct problem and must be dealt with quite apart from 
bulk sales in legitimate toilet goods departments of 
either department stores or drug stores. And it is 
equally true that one way of meeting this competition 
is to sell the real article in bulk properly labeled and 
presented. 

Perfumer “A” has spent thousands and thousands of 
dollars to make American women aware and desirous 
of his perfume “A.” He has spent money, time and 
effort in perfecting the odor, in packaging and mer- 
chandising it. Retailer “B,” whose reputation as a 
merchant is the soul of integrity, demands to buy per- 
fume “A” in bulk as well as in packages. He may go 
so far as to say he won’t stock it at all in packages un- 
less he can have it in bulk. He may be a man of vision 
and create an atmosphere at his bulk counter that will 
talk perfume to women or he may just dispense it 
over the counter from the unadorned bulk bottles into 
whatever dram bottles the buyer has laid his hands 
on and by means of a salesperson or persons who 
haven’t learned the important refinements of perfume 
Perhaps they use a bulb syringe which is 
then immersed in alcohol before dipping into the next 


dispensing. 
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bulk bottle. If they do, the alcohol container soon 


becomes almost as fragrant as the bulk bottles. And 
just that swish through the alcohol doesn’t remove the 
splendid opportunity of adulteration of the perfumes. 

The continually opened bulk bottle is another draw- 
back. And then when the night bell rings the salesgirls 
often “help themselves” to a general dab on their way 
toa date. That last point is where the retailer scratches 
his head. And from this picture we can visualize all 
the way down the line, realizing that in many cases 
retailers or buyers or even the salesgirls dispensing 
aren't quite so simon-pure in their intentions to the 
manufacturer's good name and his perfume’s good 
reputation, They may intentionally adulterate it (thin 


it out to last longer), substitute a clever duplication, 


and so on. The manufacturer can’t easily prove these 
things, but we know they have happened frequently 
enough to make trouble. But bulk perfume sales go 
on just the same. The customer wants bulk perfume 
and the customer must be satisfied. 

Perhaps there is nothing left to do but ride into 
the enemy’s camp. The manufacturer might take his 
bulk perfume seriously enough to glorify it and con 
trol the selling of it in the retail outlets. 

It seems very likely that a system or systems of 
controlled bulk perfume dispensing can be successfully 
worked out by manufacturers and retailers to the bene- 
fits of both, and to the further satisfaction of the con- 
sumer. Perhaps two of the outstanding features of 
such a manufacturer-controlled program of bulk per- 
fume dispensing would be the absolute guarantee that 
the product is genuine and free from adulteration and 
that the dispensing is direct. That would involve im- 
mediately the use of a bulk container which is also a 
dispenser. 

The bulk dispenser and its presentation or display 
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on the counter then becomes a packaging problem. Let 
A manufac- 
turer goes to considerable pains to offer the store dis- 
plays that are appropriate and adequate to present his 
products to the public. Such a dispensing unit would 
If the manufacturer’s 
volume of bulk sales warrants it, an easily recognized 


us consider it from that point of view. 


demand handling of this nature. 


representative of the manufacturer dispensing the per- 
fume would be a strong influence in convincing the 
public that the product is genuine. Next to this might 
be considered a recognized representative representing 
several perfumers who by card, tag or label, would be 
In the 
first instance where the salesperson represents only one 


immediately know n to the consumer as such. 


manufacturer, the dispensing unit would be sufficiently 
large so as to accommodate all the most popular bulk 
selling numbers of that manufacturer. This display or 
dispensing unit popularly known already as “perfume 
bar’ would by its very importance demand consid 
erable space on the counter. 

A good deal of experimental work has already been 
done on these perfume bars, and as we all know, a num- 
I believe that the de- 
sign of such a bar should as nearly simulate the atmos- 


ber of them are already in use. 


phere of the products as the packaging of them does. 
It should certainly talk in terms of the manufacturer’s 
background and prestige and create confidence at a 
glance. It would seem advisable to avoid anything of 
a too elaborate nature, for while it must dramatize the 
perfume offered for bulk dispensing, it must do so 
with a certain assured position rather than give the 
effect of one merely striving for that position. The 
more closely the customers’ psychology connects the 
impressively handsome retail packages with the bulk 
display, the less “selling” is left to the salesgirl dis- 
pensing the perfume. 


But a customer’s reaction should not be left to its 
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own resources at this point. It must again be irre 
vocably related to an attractive and appropriate small 
bottle in which the perfume will be carried home and 
even displayed on the dresser. Better still let it be re 
lated to an atomizer styled to the decorative trends of 
the time and season for after all atomizer spraying is 
the most satisfactory method of using perfume. This 
closely connected tie-up from package to bulk and to 
dressing table use means more sales for the perfumer 
and more sales for the store. 

Manufacturers could go a step further and have 
privately owned designs for atomizers which would 
of themselves carry the resemblance of the more ex 
pensive package and its attendant publicity value into 
the home. One of the outstanding features that make 
this type of perfume dispensing practical today as it 
has not been in the past is the perfection of a dispens 
ing bottle from which the customer can smell or sam 
ple the odor and then see it poured directly from the 
same bottle into the container which she takes home. 
No intermediate syringes, alcohol baths or other inefh 
cient methods of preventing adulteration. One form of 
dispensing atomizer has an accompanying testing rod, 
the other type sprays out perfume for testing from one 
opening and pours it for dispensing from another. 
When the manufacturer’s name is on the dispenser, he 
has a certain check on the retailer to prevent or discover 
substitution. Such a dispenser puts the strongest 
weapon of protection in the manufacturer’s hand that 
has yet been devised. 

However, let us consider the possibility of so many 
perfumes offering elaborate perfume bars or dispens 
ing units that a toilet goods counter would resemble 
a display warehouse. At this point the retailer would 
rebel. He might want (as some retailers already have) 
to create his own large perfume bar from which would 
be dispensed a selection of perfumes from a number 
of manufacturers who in his experience had proved 
most popular with his clientele. But there again the 
manufacturer can establish his identity to the con 
sumer by having his own name and that of the per 
fume etched on the bottle from which it is to be dis 
pensed. A further development is under way which 
will make the dispensing atomizers non-refillable and 
| am inclined to think it should clinch the safety 
igainst possible substitution. This development has 
been proved practical from test point of view ulthough 
it has not yet been placed on the market. The perfume 
industry has the atomizer industry to thank for the 
protracted and difficult experimental work which has 
been xoing on for some time perfecting atomizer dis 
pensers. 

The displays or bars pictured other than the hand 
some one of Coty have been selected to show the wide 
range of possibilities already at hand in case a manu 
facturer does not want a specially designed display for 
his products. Some of these would be excellent for 
retailers, either department stores or drug stores, to 
use for several popular perfumes. These have been 
made of chromium plated brass and plastic so that any 
spilling or dripping of perfume will not affect them. 
The possibilities of design and style for such bars o1 
units are limitless and it would seem desirable always 
to feature the manufacturer’s name and that of the 
perfumes on such a unit. 
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Bulk perfume, well displayed with handsome atom 
izers and dispensed into attractive bottles, could easily 
be a healthy part of holiday business. For where an 
atomizer accompanies the perfume any sense of lack 
because the gift is bulk perfume instead of packaged 
would be eliminated and the recipient would be accept- 
ing two gifts instead of one. 

Surely the dispensing of bulk perfume which is be- 
coming of increasing importance from the retailer’s 
point of view should not be left to chance but should 
be controlled as much as possible by the manufacturer 
ind publicized by him to the consumer, for the public 
will look eventually to him for an authoritative con 
firmation that what they are buying is what he is ad 
vertising. Avoiding this problem has never solved it, 
but facing it squarely and controlling it should go a 
long way toward its solution. 


I would like to venture a few Suggestions as to cer 
tain details which perhaps should be avoided from a 
consumer’s point of view. A perfume bar or display 
which is over elaborate or so conspicuous that the cus- 
tomer can’t approach it without feeling she is obliged 
to buy or be embarrassed would be a weak feature. 
Making it inaccessable to her reach would eliminate 
the need of either cards asking her not to touch it 
(which may have a non-sales appeal) or frankly asking 


her not to touch it if she proves too obstreperous. 


It is sadly true that customers take great liberties 
with products displayed, and subtle avoidance of this 
seems imperative. The bottles can be locked into the 
grooves in which they stand and the dispensing me 
chanism locked as well. \ customer who “vets wise” 
to the locking system would certainly then have to be 
requested to refrain. The locking system would also 
prevent sales people from sampling at the end of the 
day, although it is hard to believe that the amount 
lost in this way in a well-run retail department can be 


so appalling. 

The Coty dispensing display illustrated, already to 
be seen in stores, deserves the highest praise both for 
its practicability and beauty. 
a thorough know ledge of the varied problems and with 


It has been designed with 


the artistic restraint which relates it closely to the pack 
aged merchandise. In other words it is Coty’s package 


for bulk perfume and appropriately harmonious. 





Toilet Preparations in Greece 


The introduction of American toilet preparations 
which had become quite popular in this country in re 
cent years, has been practically suspended owing to the 
fact that the import quotas enforced in Greece since 
May 15, 1932, have reduced imports of toilet prepara 
tions by about 85 percent below the average quantities 
imported during 1931. Only firms which had imported 
similar products during 1930 or 1931 were authorized 
to bring in the small quantities permitted under the 
quota regime. In addition to these measures, it was 
ruled that beginning February 15, 1933, toilet prepara- 
tions could be imported into Greece only if paid for in 
Greek products, which practically confines such business 
to countries hav ing clearing or compensation agreements 


Attache K. I Rankin, 


with Greece —Commercial 


hens. 
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Cosmetics at Women's Exposition 


Displays and Program Arouse Interest 


DIsPpLAys 


October, 1933 


Al 


HE “Beauty Clinic”, one of the notable additions to the program 

of the Twelfth Exposition of Women’s Arts and Industries, held 

last month at the Hotel Astor, New York, proved to be one of 
the most successful features of the Exposition. 

Recognizing that cosmetics and beauty culture now constitute a major 
interest with most women, along with the vitamins and nutrition, current 
events, visual education, politics, etc., ten comprehensive talks were 
planned, and the daily “clinic” was conducted by Florence E. Wall, in 
co-operation with the Department of Health of New York City. The 
Department’s own exhibit showed a fairly complete display of cosmetic 
raw materials—fats, waxes, essential oils, powder bases and colorings— 
which Dr. Edward Bocker, head of the Drug Division, patiently explained 
to the many curious and interested visitors. Instead of being scared by 
warnings against “deadly cosmetics”, they were soothed by the apprecia 
tion of different values in raw materials and the knowledge that the 
manufacturer who uses the best quality materials can justify at least some 
part of his higher prices. 

Miss Wall’s program was planned to cover practically every phase of 
beauty culture. Among the exhibitors’ representatives featured were: 
Miss Helen Curtis, beauty stylist of Coty, Inc., who showed Coty’s new 
film “The Truth about Beauty”, on the manufacture of perfumes and 
cosmetics; Countess de Bissey, of Helena Rubinstein, Inc., who spoke on 
“The Greatest of Modern Arts’? and demonstrated facial make-up; Mary 
Hope Norris, who discussed the use of soap in beauty treatments, for 
Conti; Jessica Ogilvie, on “Salvaging Summer-Struck Hair”; and the 
Misses Abel and Clement, of B. Clement, who assisted Miss Wall in “Tricks 
with Transformations”. At different times, the chairman also discussed 
permanent waving, hair dyeing and bleaching, the function of the beauty 
salon, preventive beauty care for different ages, and “Personality Per 
fumes”. The last featured the products of Coty, Roger & Gallet, 
Mary Chess (luxurious bath odors) and “White Shadows”, a creation 
of Mrs. Oliver Harriman, general chairman of the Exposition, who has 
been for many years an accomplished amateur compounder of per 
fumes. 

Among new items featured were Coty’s new eye cream, Roger & 
Gallet’s Corail lip pomade—a new shade, popular for Winter use, they tell 
us; ““Eversweet” deodorant, and a ‘Perfumed Penetrating Emollient’’ of 
Lelia Jac kson. 

A high spot of the program was Miss Wall’s talk, ‘Beautifying the 
Human Male”, which was broadcast over a national hook-up, and created 
wide interest and comment. After defining a cosmetic as “Any prepara 


ExpostrioNn oF WOMEN’s ARTS AND [INDUSTRIES 


The American Perfumer 
























































tion, treatment. appliance, or operation, used in any 
way to effect any improvement in the appearance of 
any person,” the speaker discussed the legitimate use of 
cosmetics by men, and outlined what is needed by the 
man with dry or oily skin, scalp, or hair, incipient bald 
ness, shrubby eyebrows, etc. 

“The greatest need of the whole beauty industry to- 
day,” said the chairman in the closing session, “is for 
good sound public relations and better public under 
standing 
day, but the wise woman is more fussy about what she 
buys and more exacting in demanding that it fulfill 
its promises. 

“The greatest danger in cosmetics is not in what the 


. Cosmetics are an economic necessity to- 


manufacturers put into their products, but in what they 
say about them. Ballyhoo advertising has undermined 
public confidence in all cosmetic preparations and treat- 
ments . . . If the proposed change in the Pure Food 
and Drugs Act is passed, much of this will necessarily 
It ought to be more educational, help- 
ing women to determine their own needs and buy the 
right things. 

“It is significant that when it was first proposed 


be changed. 


that the Health Department put in a scary exhibit of 
‘deadly cosmetics against which the public should be 
warned’ not enough could be found to make a decent 
showing. No intelligent manufacturer nowadays de 
liberately uses harmful ingredients in his cosmetics 

and anyone who will stick to the well known products 
of the reputable manufacturers who spend so much 
time and money on honest research, can be assured of 
preparations that are safe to use. 

“No intelligent manufacturer or beautician should 
claim to restore lost youth. When it’s gone, it’s gone; 
but the truth, is wonderful enough—that any man, 
woman, or child at any age can be improved by the 
discreet and correct use of the preparations and treat 
ments that he or she particularly needs. The only criti 
cism that can justifiably be launched against cosmetics 
is not of their use, but of their abuse. The use of 
cosmetics can no longer be considered as a moral ques- 
tion; rather, it is altruism. And the better it is done, 
the nearer it comes to proving that it really is what | 
like to cali it—a highly developed restorative art and 
‘the greatest of modern arts.’ ” 

The Women’s Exposition made a good start. With 
competent guidance and proper support, the “Beauty 
Clinic” idea can be expanded into a valuable and power- 
ful medium for mutual benefit both to manufacturers 
of good cosmetic products and to the public to whom 
they hope to sell their goods. 

The accompanying photographs show the Depart 
ment of Health display and several of those sponsored 
by perfumery and toilet preparations manufacturers. 





Chile Increases Tax Rate 

A new Chilean tax law (no. 5154) increases mod 
erately the internal tax applying to toilet articles, phar 
maceutical specialties and other articles, according to a 
report from Commercial Attaché Ralph H. Ackerman, 
Santiago. One feature of the new tax on pharmaceutical 
products and toilet preparations is that imported prod- 
ucts are taxed at the same rates as domestic products 
whereas formerly imported goods of this nature paid 
twice the tax applying to domestic goods. 


‘5 Essential Oil Review 





DESIDERATA 
By 


Maison G. de Navarre, Ph.C., B.S. 





Waving Fluid 


Many small manufacturers of hair waving fluid, 
made from quince seed, do not wash the seed in cold 
water previous to extracting the mucilage. This pro- 
cedure cleans the seed of clay, dirt or sand, as well as 
wormy seeds. Then, to get a clear fluid of light color, 
the extraction of the mucilage should be made with 
cold water too. About 3‘, of seed gives a thick 
slime, of sufficient viscosity to be used along with 2% 
Dissolve 
the borax in a little water, then add to the quince 
slime. Esters of para-oxy-benzoic acid are good pre 
Hot water produces a 


turbid mixture, use cold water throughout. 


borax and an aromatic agent of some type. 


servatives for these lotions. 


Preserving Hydrogen Peroxide 


Tests run for some time show that amounts as small 
as 0.15% of methyl para-oxybenzoate will preserve 
peroxide solutions. Controls showed a loss of almost 
15 times more than those so preserved. This is indeed 
1 help in the formulation of peroxide lotions for 


bleaching, etc. 


Stain Remover 


Though this has no bearing on the cosmetic business, 
often the cosmetic chemist is asked for a remover for 
mercurochrome stains. The writer has found that 
alcoholic solutions of phosphoric icid are useful. Use 
the syrupy phosphoric acid. 


Pine Needle Bath Oil 


Mixing equal parts of pine needle oil with sodium 
sulfo-ricinoleate, gives a fine concentrate to be added 
to the bath. The product so made is completely dis- 
persed in the bath water. To thin it out, add either 


water or similar diluent. 


Soapless Shampoo 


Isopropyl alcohol suitably perfumed makes an ideal 
soapless shampoo. The addition of a little cholesterol 
or lecithin will tend to obviate the drying effect on the 
scalp. Butyl alcohol can be used, but in small con- 
centrations only. The preparation ought to be per 


fumed suitably. 


Sulfonated Oil Shampoo 


Sulfonated vegetable oil in equal parts with min- 
eral oil and oleic acid, suitably perfumed makes a 
Alcohol ought to be included in the 
formula. Isopropyl alcohol can be used in similar ratio 


fine shampoo. 
to the other ingredients. It is best not to add water, 


since there is a tendency to separate on st inding a white 


sediment. 
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N.R.A. But a Part of Recovery 
Program 


HERE has undoubtedly been some disappoint- 

ment in industrial circles that the N.R.A. has 
not already succeeded in bringing all unemployed 
back to work and business to the boom point. Per- 
haps this is the natural result of too great enthusi- 
asm on the part of some of the minor officials in 
the Administration who have been unable to see 
the forest of the whole recovery plan for the trees 
of their own particular place in it. It is just as 
natural that this disappointment has led to crit- 
icism and that the criticism has led, unfortunate- 
ly, to some relaxation of effort on the part of in- 
dustry. 

This disappointment with its consequent effects 
is due more to a lack of understanding of the po- 
sition which the N.R.A. is supposed to play in the 
recovery program than to anything else. Business 
men have been worked up to a tremendous pitch 
by too optimistic forecasts and the cooling off 
process has brought trouble. It is noteworthy 
that neither the President nor any high official of 
the Administration has fallen into this error al- 
though perhaps they must share in the blame if 
any attaches to the enthusiasm of their subordi- 
nates. 

The scheme of recovery has been clearly set 
forth by the President who has in each instance 
given every part due emphasis. He has not at 
any time predicted that any single factor or that 
the entire plan would work perfectly. Perhaps a 
better perspective on the N.R.A. may be gained 
from a brief recital of the various phases of the 
general recovery program. 

It consists essentially of four main parts of 
which the N.R.A. is but one and possibly not the 
most important. They are (1) aid to unemploy- 
ment and stabilization of industry under the 
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N.R.A.; (2) increasing the purchasing power of 
the rural population through advancing farm 
prices and better financing; (3) a program of 
public works to take up the immediate slack of 
unemployment until industry is able to absorb 
its surplus workers; and (4) an expansion of 
credit for industrial and commercial operations. 

No single part of this program can wholly suc- 
ceed without the aid of the others. The N.R.A. 
under the driving stimulus of General Johnson 
and his aides has proceeded at a pace much faster 
than that of the other three divisions. The dy- 
namic personality of the General has further stim- 
ulated public interest in this single phase of the 
program, possibly at the expense of others equally 
important. 

The N.R.A. has now accomplished a very large 
share of what it set out to do. Its progress in the 
future must depend more and more upon the 
success of the other features of the program. 
Industry has been placed upon a coded basis which 
will permit the employment of the surplus labor 
when operations are normal. They will be normal 
when full buying power is restored through the 
other three parts of the program. 

It has been unfortunate that the public works 
program has apparently lagged far behind. Wash- 
ington has been bending every effort in recent 
weeks to stimulate this part of the program. 
There are complaints that municipalities and states 
have lagged behind. This is a hint to the busi- 
ness man where to exert his pressure for the ac- 
complishment of this emergency section of the 
general program. 

There are complaints that industry and trade 
cannot live up to code provisions until there has 
been an expansion of credit. This has brought de- 
mands for several inflationary schemes, some of 
which are of doubtful merit and some of which 
may be dangerous. Washington is proceeding with 
plans for the stimulation of credit and thus far 
has shown commendable resistance to wild infla- 
tionary schemes. It would seem that this trouble 
is on the way to adequate settlement. 

The farm program is being pushed as rapidly 
as possible. There is opposition and criticism of 
many of the methods adopted, but that will dis- 
appear if the program is broadly successful. It 
has already resulted in a considerable gain in 
farm purchasing power. 

That the N.R.A. has run ahead of the remainder 
of the program may or may not have been a good 
thing. It has certainly aided in the restoration 
of confidence and has succeeded in putting many 
back to work and in turning wages, prices and 
business in general toward more satisfactory lev- 
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els. This progress will be continued as the other 
parts of the program work out. If it does not, 
the whole plan is doomed to failure with results 
which business does not care to contemplate. 

It seems necessary now to be careful in crit- 
icism and keen in co-operation; to work under the 
codes and seek to accomplish their purpose; to 
hold steady while the rest of the procession catches 
up with the color bearer, who may, perhaps, have 
gone a little too fast for those in the rear. The 
entire program is under motion. It will con- 
tinue in motion and will creak less and less if 
business men look upon the N.R.A. less as an ele- 
vator back to the 100th floor of prosperity and 
more as a well built first flight of steps from 
which many more lead eventually to the top. 





Propaganda for Pure Ingredients 


T the Twelfth Annual Exposition of Women’s 

Arts and Industries which just closed in 
New York, the Department of Health of New 
York City presented an elaborate and interesting 
display of ingredients for the manufacture of 
cosmetics. These include such bases as petrola- 
tum and waxes and ranged from these through 
other ingredients to fine perfume oils. 

It had been the original intention of the De- 
partment, which for years has carried on a cam- 
paign for “pure” cosmetics, to present in this 
display samples of both good and bad ingredients 
with the obvious implication that the “bad” ones 
were frequently used in the manufacture of toilet 
preparations while the “good” ones were reserved 
for a limited number of high class products sold 
at high prices. 

Doubtless it would have been difficult to ex- 
plain to the good doctors on Dr. Wynne’s staff 
that the cost of the ingredients themselves was 
but a relatively small part of the cost of produc- 
ing a finished toilet preparation and that no one 
with an ounce of sense would jeopardize his prod- 
uct and its sale by using raw materials of poor 
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quality. However, something happened to con- 
vince them of this fact much better than hours 
of oratory or reams of briefs could have done. 
When they went out to find the “bad” ingredi- 
ents, they discovered that these things just did not 
exist in the market. 

Accordingly the display had to be limited to 
ingredients without the characterization of 
“good” or “bad” to confuse the visitor. The re- 
sult, so far as we could see, was excellent. Women 
stopped at the booth and looked over the array of 
products. They asked questions and went away 
visibly impressed with the fact that cosmetics 
could not be very harmful when made from such 
excellent materials. 

We think the industry owes the New York City 
Department of Health a vote of thinks for this 
splendid propaganda work. We haven’t always 
been able to stand with the Department in its 
cosmetic activities, but this is one time when it 
certainly did a swell job. 





Fair Drug Law Revision Needed 


LANS are now being made by a number of 
P groups in the food and drug industries for 
the struggle which is bound to take place when 
the new Food and Drugs Bill comes up for con- 
sideration by Congress in January. So far as the 
toilet preparations sections of the bill are con- 
cerned, there are undoubtedly some features 
which need to be modified. On the other hand, 
the bill, taken as a whole, should not cause manu- 
facturers of toilet articles very great concern. It 
apparently seeks to accomplish what the reputable 
makers of cosmetics have had in mind as an ideal 
for some years, and while some provisions go be- 
yond what is necessary, it would be hardly wise 
for manufacturers of toilet preparations or for 
their association to adopt an attitude of utter 
opposition to the bill as a whole. 

Manufacturers of packaged medicines are get- 
ting ready for the legislative fight of their lives 
against this bill. Although hearings in Congress 
cannot start in less than three months, they have 
already begun a barrage of criticism against it. 
At times this criticism has been perhaps too vio- 
lent. It is quite understandable that this group 
should object to many provisions of the new 
measure, but they scarcely place themselves in a 
favorable light before the public and the legis- 
lators by some of the tactics which they seem 
ready to adopt for its defeat. 

While it is true that some of the provisions of 
the new measure seem unduly strict, that some of 
them appear to give administrative officials almost 
power of life and death over the packaged medi- 
cine industry, and that present law is adequate 
to overcome many of the abuses against which 
the new bill is directed, it is also true that there 
are many provisions in the new bill which are 
badly needed if the public is to be protected 
against worthless products. _ 

The clamor for the complete emasculation of 
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the new bill and for the head of Dr. Tugwell, who 
is supposed to be responsible for it, seems to many 
to be ill judged and likely to do more harm than 
good. The late Dr. Wiley complained bitterly 
years ago that manufacturers had had too great a 
share in drafting the original law, and that the 
regulations had been weakened by executive in- 
terference at the behest of those manufacturers. 
He died in the belief that successive Administra- 
tions had virtually nullified the Pure Food and 
Drugs Act. Although perhaps overdrawn, his pic- 
ture of the situation under the old act was not far 
short of the truth. 


Recently, Washington has been a somewhat dif- 
ferent place. Lobbying interests are receiving less 
consideration than they did. Business is getting 
Jess consideration than labor and the consumer. 
Maybe the business executive has been thrust too 
far into the background. However that may be, 
business men should realize conditions and not 
continue to act on the old theory. The effort of 
the packaged medicine group for proper and need- 
ful changes in the new bill can easily fail unless 
those who present the industry’s position realize 
the change and alter their methods to suit it. 


Manufacturers of toilet preparations should, 
and undoubtedly will, have a voice in preparing 
the final draft of this law. We are confident that 
they will receive a respectful and attentive hear- 
ing, if their objections to its present provisions 
are clearly marshalled, are reasonable, and are not 
accompanied by demands which, on their face are 
contrary to public interest and an affront to those 
who drafted the bill. Reason and not bluster is 
likely to prevail in Washington next January. 





Orris Root in Powders 
(A Letter to the Editor) 


Editor, THE AMERICAN PERFUMER: 

Sir:—I am enclosing a copy of a letter recently 
sent to a large distributor of toilet articles in re- 
sponse to an inquiry prompted by a physician re- 
garding the use of orris root in powders. It seems 
to me that this is a matter which should be brought 
to the attention of your readers. My letter on the 
subject follows: 

“A little knowledge is a dangerous thing. No 
knowledge whatever of a subject under discussion 
is still more dangerous, and at times ridiculous. 
Every once in a while, there is some agitation 
about orris root. To my knowledge, orris root 
has never been used in perfumes or perfumery 
articles except many years ago in sachets, where 
ground orris root was used as a base for some 
sachets, particularly violet, as the odor of orris is 
similar to that of violet. Decorated satin hand- 
kerchiefs and necktie sachet holders were stuffed 
with cotton strongly impregnated with orris root; 
and it may have been possible that some years ago 
the finely pulverized orris root was used to a 
slight extent in some face powders of a violet 
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odor, but that would have been done only by very 
ignorant manufacturers. 

‘When orris is used in any form today in the 
manufacture of perfumes, it is not used in the 
form of orris root, but in the form of what is 
called ‘buerre iris,’ which would have the same 
connection with powdered orris root as butter 
would with milk powder—no more. There is 
very little use of it, if any, in perfumes, first, 
because violet is not particularly a selling odor 
and second, because there are other substances 
better adapted; and these substances have no con- 
nection whatever with orris, in any of its forms, 
root or otherwise. 


“Modern high grade perfumers are just as par- 
ticular about the articles they produce, with re- 
gard to public health and the condition of the hu- 
man body itself, as well as of the skin, as any 
local physician or board of physicians—and even 
more so. We collaborate with the greatest au- 
thorities on hygiene and medicine in order to per- 
fect articles of our manufacture and to keep them 
strictly within all standards of health and hy- 
giene. I do not know of one single manufacturer 
—even those whom we consider strong competit- 
ors, meaning, of course, high grade manufacturers 
who do a world business—-who would, under any 
circumstances, use any deleterious substances in 
the manufacture of their goods. 

“Of course, the purchase of and the dealing in 
perfumery or cosmetic articles thrown together 
hastily by uniformed and inexpert people who 
are trying to build up a business, is always dan- 
gerous because these people have not the time, ex- 
perience, nor the money to produce their articles 
on the same basis as the established and standard 
houses who are spending, and have spent millions 
of dollars in research and experiment. The labo- 
ratories of standard houses are usually very large, 
very expensive to maintain, and have a corps of 
expert chemists continually at work guarding and 
perfecting their processes. Besides this, modern 
houses are continually in touch with the very 
latest medical experimenters in this industry. 

‘In addition to this, it is my opinion that pul- 
verized orris root, used in connection with sachet, 
face, talcum and body powders would be ob- 
noxious physically only to a very small percent- 
age of people, and this only at the time of hay 
fever, and in cases of pulmonary or bronchial ail- 
ments—even then I do not believe that it would 
affect any greater percentage of people than the 
percentage who are made violently ill by drinking 
milk, eating onions or anything flavored with gar- 
lic—in other words, hypersensitives; yet this 
would not be a good argument against the use of 
these food products by the general public. 

“You have, therefore, nothing whatever to fear 
on the score of your letter, as far as Chanel or 
Bourjois are concerned, and I am positive that 
this letter will also apply to every one of the 
standard houses. 


New York, 
Oct. 4, 1933. 


“Yours very truly, 
“CHANEL, Inc., 
“by B. M. Douglas.” 
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Manufacture of Shampoo Powders 


Ingredients and Methods Outlined 
by H. Stanley Redgrove, B.Sc., F.1.C., 
Author of “The Cream of Beauty” and Other Works 


IME was when it was considered bad for the hair to 
wash it at all frequently, and when a shampoo was 
1 luxury rarely enjoyed, at any rate by members of the 


fair sex. Fortunately, this unhygienic 


-———- 





superstition is now pretty well dead, and 
the practice of washing the head at least 
weekly is now a common one. 

At any rate, many girls wash their own 
hair, and for this purpose, shampoo pow 
ders are in tremendous demand. One w ell- 
known firm has quite accurately hit the 
mark in an advertisement which declares 
that “Friday night is X night,” “X” be 
ing the name of the firm’s shampoo pow 
ders. 

Shampoo powders do not contain costly 
ingredients, and their manufacture is simple, requiring 
nothing very elaborate in the way of plant. It is true 
that, owing to competition, profits have to be cut low; 
nevertheless, they are sufthcient to make shampoo pow 
ders of decided interest to the cosmetic manufacturer. 

Strictly speaking there are two distinct types of sham 
poo powders, namely, (a) dry shampoo powders, and 
(b) shampoo powders for use after dissolution in warm 
water. The first are mixtures of weak alkalis, such as 
sodium sesquicarbonate or borax, with orris root, starch, 
kaolin, etc. They are rubbed into the hair at night, and 
brushed out in the morning. Their detergent proper 
ties are low, and their continued use is probably bad 
for the hair. These pow ders are in little demand, and 
can very well be neglected. 

The materials used for manufacturing the second and 
important class of shampoo powders fall into four 
groups, namely, (1) powdered soap, (If) alkalis, (IIT) 
materials having some special action on the hair, and 
(IV ) perfume materials. 

The function of the soap is obvious. It is a detergent 
Good toilet soap is much employed and is excellent for 
the purpose. The proportion used may vary between 
fairly wide limits. It may be as high as 50 per cent 
or as low as 20 per cent. Soap made from coconut oil 
is now obtainable in powder form, and may also b: 
used. It possesses the advantage of producing a very 
show y lather. On the other hand, coconut oil soap 1s 
liable to irritate sensitive skins, so that the proportion 
used should not be high. Ten per cent is a sensibk 
figure, the balance of the soap content being made up 
with other grades. 

The alkalis have two functions to perform. They 
soften the water, thus preventing loss of soap through 
precipitation of calcium salts of fatty acids, and they 
saponify the grease with which the hair is covered, thus 
exercising a detersive action. 

Sodium bicarbonate is sometimes employed; but it is 
dificult to justify this procedure, as the substance is 
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capable of exercising neither of the requisite functions. 

Dry sodium carbonate may be used, and is effective. 
Its action, however, is decidedly harsh, and large propor- 
Formulae have 
been published containing as much as 60 
per cent. I should prefer to put the limit 
at about half this. 

Potassium carbonate should not be used, 
owing to its well-known and very marked 
deliquescent properties. 

Borax is milder in its action than sodium 
carbonate, and is a very desirable con- 
However, as borax is not very 
soluble in water unless this is decidedly 
hot, it is advisable not to use it in too 
large proportions. Ten to 20 per cent 
may be taken as the correct figure. 

Sodium sesquicarbonate, a compound intermediate in 
character between sodium carbonate and sodium bicar- 
bonate, is the alkali par excellence for incorporation in 
It may be used in quite large pro- 
portions. Forty per cent of soap, 50 per cent of sodium 
sesquicarbonate, and 10 per cent of borax form a good 
combination. 

Various other materials, in addition to perfume, are 
incorporated in shampoo powders to yield products of 
special types. Of these, henna shampoos are, I am in- 
formed, by far the most popular in America. They are 
ilso in good demand in Great Britain. 


tions should be avoided. 


stituent. 


shampoo powders. 


Henna Shampoo Powders 
E 


Henna powder consists of the powdered leaves of 
Lawsonia inermis L., a shrub belonging to the Natural 
Order Lythraceae, which is found growing in a number 
of tropical countries. It bears numerous small, greenish- 
white flowers, which are very fragrant; and is some- 
times grown for the sake of these blossoms, which are 
used for purposes of personal adornment. In India, and 
elsewhere, Lawsonia finds favor as a hedge plant. It is 
also widely cultivated for the sake of its leaves, and 
when grown for this purpose, it is not allowed to 
flower. Supplies of the leaves come mostly from Egypt 
ind other parts of North Africa. Care must be exer- 
cised in selecting a source of supply, as the product is 
much liable to adulteration. Twigs are often ground in 
with the leaves, resulting in an inferior product. Sand 
1s added to increase the weight, and tannin is some- 
times added with a mistaken view of increasing the 
tinctorial powers of the product. 

Henna has been in use by women in the East from 
time immemorial, not only as a hair dye, but more 
especially for staining the fingernails, the soles of the 
feet and the palms of the hands, red. Its introduction, 
is a hair dye, to the Western world appears to date from 
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the year 1890, when a preparation containing it wa 
made popular by Madame Patti. In the hairdressing 
world to-day, the word “henna” is one to conjure with 
Not only is henna one of the few hair dyes which arc 
perfectly safe to use, but the material is claimed to 
exercise a distinctly beneficial effect on the texture of 
the hair. This claim seems to be borne out by experi 
ence, though, so far as I am aware, no scientific explana 
tion of why henna should soften the hair has been put 
forward. 


Henna yields its coloring matter to hot water, and 
the color of the aqueous extract is intensified by the 
Until the rela 
tively recent work of Tommasi, whose first paper on the 


iddition of ammonia or other alkalis. 


subject appeared in 1916, nothing of a positive charac 
ter was known concerning the chemistry of the color 
ing matter of henna. Tommasi has obtained the colori.ig 
matter in a crystalline state, in a yield of 0.2 per cent. 
The substance is a hydroxynaphthaquinone, probably 2- 
hydroxy-1, 4-naphthaquinone, and acts as a substantive 
red dye towards keratin. 

In order to dye hair by means of henna, the henna, in 
the form of a pack made with hot water, has to be left 
in contact with the hair for an appreciable period of 
time. When the hair, therefore, is merely shampooed 
with a preparation containing a small percentage of 
henna, the dyeing effect is very slight. It is, perhaps, 
too slight to be called “dyeing” in the ordinary usage 


of the term. 


It is not, however, negligible. The henna 


tends, so to speak, “to bring out’’ the red tones. 


Henna shampoos, therefore, are very admirably adap 
ted for use by brown-haired girls, unless the brown is 
These 
shampoos, however, should not be used, at least habitu 
ally, by blondes. 


cf an ash shade which it is desired to conserve. 


The latter should employ shampoo 
powders containing powdered chamomile (either Roman 
—florets of Anthemis nobilis L.; or German—florets of 
Matricaria Chamomilla L.). Both forms of chamomile 
contain apigenin (1, 3, 4’-trihydroxy-flavone), a weak 
yellow dye. Chamomile shampoo powders are, in Great 
Britain, quite as popular as the henna type; but are 


not, |} understand, in much demand in America. 


Henna shampoo powders differ in composition from 
plain shampoo powders only by the addition of the 
powdered henna. Seven per cent of henna may be taken 
as about an average figure to employ; but this may 
be varied in either direction; and some firms offer two 
grades, “strong,” containing about 10 per cent, and 
“mild,” containing about half this amount. Chamomile 
is usually employed in the proportion of about 5 per 
cent. Chamomile and henna may also be used in con 
junction. 

Shampoo powders do not call for elaborate perfuming 
Musk xylol is a suitable and cheap fixative, and about 
'4 per cent of this may be used in conjunction with a 
small amount of some pleasantly odorous essential oil, 
synthetic or compound. The artificial ambres are good. 
In manufacturing, it is recommended to rub the per 
fume down with one of the constituents, preferably the 
borax, previous to mixing. 

The raw materials will, presumably, be purchased in 
powdered form, so that manufacture reduces itself to 
sifting and mixing. These two operations may be ef 
fected by means of a sifting and mixing machine, using 
a mesh of about 60. 
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A Journey Through Dalmatia 


by Dr. Ernest 8. Guenther 
Chief Research Chemist, Fritzsche Brothers, Inc., 


Neu 


t OWERING clouds hung like gigantic white drap 


ery over the immense amphitheater of Trieste and 


as the bright steamer glided farther into the sza, 
crystal blue in the dazzling sun, a pan 
orama of majestic beauty arose before our 
eyes. In the busy harbor brown sails of 
small craft cut into the silhouettes of trans 
\tlantic liners and low-lined, gray English 
battleships. Above the waterfront luxuriant 
parks ascended the mountain slopes. Monu 
ments, mansions and villas submerged in 
the greenery of sub tropical gardens faded 
out, as countless white dots, on the crest 

of the hills. 
It 


on board gay and happy. 


was Saturday, noon, and the crowd 


Holiday seekers, 
they were bound for a week-end on one or another of 
the numerous small islands stretching along the Dal 
Coast. 


matian Our boat was a splendid ship, spotless 


ind luxurious, a marvel ot post-wal Italian construction 


All the ot 


ever-varying Barren and sun-parched 


afternoon coastline Istria rolled by in 


in panorama. 
tretches of low land alternated with green vegetation, 
mostly vineyards and olive groves, reaching down to 
the sea W here white spray angrily battered around lonely 
cliffs. 

Each of the Seven Seas has its peculiar characteristics 
In the Adriatic, an indescribable light blueness and deli 
cate haziness seem to merge sea and sky; a crystal 
through 


Watch 


ing the keel cut through the transparent fluid and th 


limpidity makes the boat appear to skim not 
water but through a medium of bluish ether. 


foam burst into millions of sparkling bubbles, one loses 


the sense of reality and feels strangely attracted and 
tempted to descend 
and float forever in 
of 


nothing 


this realm en 
chanting 
ness. 

The first 


we passed on the [3 


islands 


wi 


Southern ae a eed ie 


steady 


course were small 


ones, just tiny bar 


ren almost 
in’ the 
tlood; 


larger ones 


rocks 
submerged 
Immense 
the 
with 
tation 


n 
scanty 
of 


few 


vege- 
rosemary 

twisted 
Southern pine trees 


ind a 


ind still larger ones 
with quiet harbors. 
Hidden behind sol 


A 


HarBorR 
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IN 


York Cit) 


emn groves ot tall cypresses the stately Summer resi 


dences of wealthy Triestians were reminiscent of 
Peecklin’s famous “Island of the Death” rather than 
of the joy ot life emanating from the sur 
rounding overwhelming beauty. On the 
other islands primitive fishing \ illages faced 
the waterfront and clustered around an 


cient Venician ¢ dnd pr niles betray ing their 
orizin ind early history. 

The boat went around cliffs, circled old 
lighthouses, and 
it old 


splendid, now 


passed narrow © straits 


called ports; Parenzo, Pirano, once 


ilmost forgotten names in 


the history of Venice’s ascent to sea powel 
are peacefully basking in today’s dazzling 
sun and yesterday’s glory. 

crowd 


The charming. A the 


Ww hart curiously awaiting the boat’s arrival as the day’s 


scene Was evel on 


most interesting event; a few custom guards, carra 


binicris and harbor othcials, CONSpIc uous for their mar 


tial uniforms and aloof bearing; the hustle and bustle 


during loading and unloading ot mixed carzo such as 
portly wine barrels; a few commands, the siren’s blast, 
the churning of the screw, white foam swishing unde 


the stern and the boat again left the harbor. 


The dilapidated, multi colored housefront with 


its 
porticos and open air bodegas receded and disappeared 


behind a curtain of yellow lateen sails of fishing craft 


anchored along the quays. Ivory clad and 


r imparts 


Ww eather beaten butresses of tow ering ancient fortresses 
sank lower and merged with the campanile and the 
maze oft brown tiled house roots. A nother harbor. 


strange, picturesque and alluring, is left behind. <A 
paradise for the painter, the archeologist and the wand 


erer intent on seek 


ing refuge from 
the beaten track, 
but no sejour de 
luxe for the tour 


ist accustomed to 


comfort and sanita 


tion. 

After hours of 
sailing Pola came 
into sight. The 


ship turned through 
narrows betw een 
barren mountain 
slopes, once honey 


combed with 


in 
visible and = invin 
cible heavy bat 
teries of the old 


Austrian defense. 


DALMATIA Before the war Pola 
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We ARRIVE AT THE DISTILLERY 


had been the great naval port, the stronghold of the 
former Austro-Hungarian Empire on the Adriatic. The 
Treaty of Versailles smashed the monarchy to pieces and 
Pola fell to Italy to become a place of no military and 
little commercial significance. Since then a decided 
change has come over Pola, once teeming with life and 
frivolity. The gay casinos are silent, and old Austria’s 
pride, the dreadnought Viribus Unitis, rots beneath the 
tranquil harbor waters. In the unfinished navy yards, 
enshrouded in death-like stillness, rusty steel girders 
stretch against the clear sky and like skeleton fingers 
warningly point toward the ruins of the Roman Colos- 


above the waterfront. During two 


seum 
thousand years Pola has more than once experienced 


In the melancholy 


towering 


the eternal cycle of glory and defeat. 
atmosphere enshrouding the port like a depressing veil, 
one wonders whether Trieste will be spared a similar 
fate, for Trieste too has 
1918. It has lost its monopoly as Austria-Hungary’s 
busiest and practically single seaport and has fallen to 
the rank of an Italian port of minor importance with 
no hinterland of its own to speak of and with Genoa, 


suffered and declined since 


Naples and Venice competing for Italy’s shipping. In 
the interests of all countries involved one must hope 
sincerely for the complete success »! 
Mussolini’s and 


statesmanship and his efforts to remedy 


farseeing intelligent 
the economic fallacies of the Treaty of 
Versailles. By allying Central Europe 
outlet 
Trieste this port might regain her for- 


with an to the sea through 
mer commercial status of importance. 

In the late afternoon we ran into a 
squall. The sun disappeared behind 
heavy clouds and as we rounded Capo 
d@ Istria, ill-reputed for its sudden 
gales, a heavy 
with all the 


thunderstorm raged 


furies of the elements. 
Through the deluge of pouring rain 
flashes of 
Terrific thunder-bolts 


lightning struck the sea. 
drowned out 
the gunfire of giant hailshot battering 
But as 
suddenly as it came, the fury abated 
settled 


against the ship’s structure. 


and a strange calm over the 
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waters. Far out toward the West on 
the distant horizon the setting sun 
broke through the heavy clouds trans- 
forming the world of grey into mys- 
Above the sun the clouds 


opened in a giant circle of satanic 


terious gold. 


red and it seemed as though Lucifer 
would hold court in all his majesty. 
It was already night and very dark 
when we reached our destination. The 
boat rounded low and barren penin 
sulas. Through a narrow channel we 
came into calm and bleak waters. Hills 
appeared to turn around us dizzily, 
and with unexpected, almost dramatic 
suddenness, we sailed into a tiny harbor. 
It seemed as though the curtain had 
lifted before an 
A circle of low-roofed houses 
glowed in the darkness. A pearly string 
of flickering lights was reflected from 


been exotic harbor 


front. 


the tranquil waters and danced along 
the quays; the sails of fishing craft flapped lazily in the 
damp night air and the sting of tar and wet tow was 
wafted across. 

Around the wharf a noisy crowd had assembled and 
with loud clamor greeted the boat’s arrival. In_ the 
excited shouting and bustling to and fro, the noisy 
recognition of friends on land and boat, the ship’s crew 
had difficulty lowering the gang plank and the richly 
costumed harbor officials tried to fulfill their petty pass- 
port formalities at the risk of being stampeded by the 
crowd surging toward the land. 

In the general confusion we were hurried into a car 
and soon careened at high speed around sharp corners, 
followed by shrieking horns blowing through sleeping 
streets, paving, 
through a silent pine forest and landing finally in the 
court of a small hotel, our headquarters for the next 


hopping over cobble stone driving 


few days. 
The night was not far advanced and the environ 
ment alluring enough to do a little reconnoitering. So 


tar as we could make out in the darkness we were 


located right on the end of a tiny bay surrounded by 
pine forests. The water in the bay was still, but from 
afar we heard the roar of the surf. Occasionally the 





Grows IN DALMATIA 


SAGE AS TI 
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moon broke through the clouds and far out on the 
horizon mirrored its pale light on the sea in countless 
shimmering silvery waves. In the darkness we wandered 
back to the port where we had previously landed. The 
stillness of the dense pine forest was interrupted only 
by the gentle rustle of the tree tops swaying in the 
sea breeze. A fascinating environment; mysterious 
silence of a Northern pine forest on a world-forgotten 
island in the Adriatic Sea; the fragrance of the North 
combined with the warmth of the South. 

After the excitement following the steamer’s arrival, 
the little harbor of Lucino Picollo was again quiet. Fish- 
ing boats swayed gently at their anchors, the waves 
gurgled against the bow and stern and swished between 
the heavy stone blocks of the quay. 

It is fascinating to wander at random, by night, 
through the narrow streets of a strange Southern town. 
What we cannot discern with ears and eyes our imagina- 
tion is apt to devise, and all things appear under an 
aspect of peculiar enchantment. Lucino Picollo seemed 
to combine the charm of a picturesque Mediterranean 
island port with the ease of a yachtman’s haven. Even 
before the war this little port had been a favorite re- 
treat of Austro-Hungarian naval officers who used to 
spend their days yachting and fishing or chatting in 
the outdoor cafés and bars along the wharf. Lucino 
Picollo has brought forth families of sailors whose 
palatial liners now sail the Seven Seas. 

Late in the evening the rain set in again, first drip- 
ping, then in a heavy downpour. Jumping from door- 
way to doorway we ran through the narrow streets and 
then through the dark, storm-beaten pine forests only 
to arrive at the hotel drenched to the skin. All night 
wind and rain rattled windows and balcony doors and 
our motor excursion to the interior of the island seemed 
utterly spoiled. But early next morning the sun sud- 
denly broke through the heavy clouds and within an 
hour the sky turned dazzling blue. 


When we set out in our car, the earth was still damp, 
covered with light mist, and from the green forest 
emanated a heavy, sweet fragrance. The sun shone in 
strong rays and soon dried out the roads sufficiently 
to make our trip most delightful. We were not both- 
ered by dust which in the Summer usually makes motor- 
ing through the Dalmatian Islands rather unpleasant. 

We again drove through the harbor of Lucino Picollo 
which now had awakened to life. Women came down 
to the fishing boats along the quay to buy from the 
latest catch. The road wound along the seashore and 
soon we were in open country. The landscape then 
revealed its true Dalmatian character: barren, sun- 
parched; a few rugged pine trees and palmettos, finding 
scarce sustenance among the flat, white rocks. Once in 
a while we passed a lonely farm house surrounded by 
rectangular systems of crude and low stone walls. 
Erected from the stray stones on the fields they obviously 
served as scant protection against wind. The barren- 
ness and loneliness of the countryside became over- 
powering. 

On these plateaus the strong wind, the Bora, sweep- 
ing over the Dalmatian Islands, is man’s and vegetation’s 
greatest enemy. History reveals that the Romans and 
Venetians for centuries cut down the forests of these 
islands for ship building until the soft ground lost its 


hold and was swept away by rain floods. Such might 
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be one cause of erosion; forest fires, the scourge of sun- 
dried Southern woods, very probably increased the 
damage. Now-a-days the Dalmatian Islands are almost 
devoid of vegetation which fact lends them a peculiar 
aspect. 

Before the war when Dalmatia used to be the ‘‘sun- 
porch” of the former Austro-Hungarian Empire and 
its only possession in a Southern climate likely to at- 
tract tourists, great efforts were made by the govern- 
ment to reforest the islands. The pine groves around 
Lucino Picollo are a fine example. Today under Italian 
rule, the government has more important and even 
more beautiful sections of Italy to develop, and Jugo- 
Slavia, to which a part of these islands came after 1918, 
is not yet financially strong enough to carry out an 
And so the Dalmatian 
Islands remain poor as they have been during many 
centuries. Meager olive groves, occasional pyrethrum 
plantations, and fishery with a small and rather primi- 
tive sardine packing industry, are the only outward signs 
of the sparse population’s occupation. Otherwise the 
young people of the islands have to seek a livelihood as 
sailors in the Italian Merchant Marine. Any produce the 
poor soil on the islands yields is welcomed by the natives 
as an additional source of income. 


efficient reforestation program. 


Fortunately, even on those slopes, barren as they are, 
the warm Southern climate brings forth a scant vege- 
tation of low bushes the Macchia consisting of rose- 
mary, sage, thyme, helichrysum and a few others. For 
this reason the former Austro-Hungarian government 
before the war had made great efforts to give Dalmatia 
an essential oil industry which in the beginning devel- 
oped quite profitably. Botanical institutions studied and 
sponsored the growing of suitable plants; several experi- 
mental stations equipped with modern stills were set up 
on different islands. They taught the peasants efficient 
means of distillation; the farmers were united in co- 
operatives to regulate oil prices and find regular sales 
for their oil. Oil of rosemary was declared a legal de- 
naturant for industrial and pharmaceutical alcohol and 
thereby this oil found wide application in the monarchy. 


The war brought about a complete breakdown of this 
program. With the disintegration of the old Austrian 
Empire, a consuming territory of fifty million peoole 
was smashed up and in the year right after the war the 
successor states, such as Jugo-Slavia, were confronted 
with problems more pressing than the promotion of an 
essential oil industry in Dalmatia. During the war, 
when the islands were right in the fighting zone between 
Austria-Hungary and Italy, distillation of oil became 
impossible. Spain as a neutral country in which natural 
and labor conditions were just as suitable if not more 
so for the production of oil became Dalmatia’s most 
powerful competitor with the result that almost all oil 
of rosemary now comes from Spain. Yet the Dalmatian 
producers do not seem to realize the fundamental change 
in conditions and still cling to the belief that they hold 
a monopoly on oil of rosemary which they think is an 
industrial necessity. 


We pursued our way along the highways mounting 
barren hills in sweeping curves. The ground was cov- 
ered with low, creeping salvia, silvery green in the daz- 
zling sunlight. From afar, the Mediterranean glistened 
blue and merged with a cloudless sky. In this sky, above 


a light mist, hung the hazy, almost ethereal contours of 
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a high and barren mountain range quivering in the hot 
mid-day air like a fata morgana: the Karst Mountains 
stretching along the Jugo-Slavaian Coast of the main 
land. 

The plain along the road rolled by, barren, sunny and 
desolate. Disturbed from his prey a hawk flapped heavy 
wings and soared upward, his hoarse cry disrupting th< 
We passed through old villages sur 
The characteristic 


dead _ silence. 
rounded by walls of loose stones. 
shape of their cam paniles betrayed early Venetian origin 
Ossero, located on a narrow strait between two islands, 
traces its origin back to classical antiquity when Roman 
galleys in the protection of the islands sailed up and 


down the coast of Istria and Illyria. 


At length, from the top of a hill, we saw our goa: 
San Martino di Cherso, a small fishing village stretching 
along the blue bay in which white surf swished up the 
bright beach. On the road down, we encountered don 
keys laden with heavy bundles of helichrysum plant 
which were thus transported from the islands to th 
distillation plants in San Martino di Cherso. On ap 
proaching the houses we passed through a large crowd 
of people lining both sides of the road and to our su: 
prise heard that these good villagers, dressed in thei 
best clothes, had been awaiting our arrival for hou 
The day before, the news had spread through the hamle: 
that visitors from America were to inspect the dis 
tillation plant to take moving pictures and now every 
one hoped to participate and be shown, perhaps, in 
Hollywood. In the great confusion following our al 
rival we finally retired into the little general store run 
by the combination with his distillery. 
Through the open ofhce window glistened the bright, 
blue mirror of the Adriatic and directly below, 


swished gently against the walls of the building. 


proprietor in 


the sea 


Presently the distillery became the center of attrac 
tion and for hours was besieged. Children and adults 
peeked through doors and windows and visitors crowded 
the store, allegedly to buy all kinds of utensils, in 
reality to get a closet glimpse of the strangers. Cet 
tainly our visit, so it seemed, was the major event ot 
the year and the store did a rushing business. It ap 
peared almost impossible to take pictures of the distilla 
tion of plants and the unloading of arriving pack 
inimals without a dozen people jumping into the scene 
in the last second. Several men, obviously proud of 
their linguistic talents, told us in English that for years 
they had been living in America until the depression 


sent them back home. 


The distillery was quite modern and consisted of a 
few large and well constructed steam stills with a sepa 
rate steam boiler, an equipment rather surprising for 
such a primitive village. It was interesting to learn 
that the whole community depended a great deal on the 
distillation of a few essential oils for their livelihood. 
Fishing with an additional small packing plant repre 
sented the main occupation of the population, but the 
distillery added considerably to their income. The gen 
eral store, like an outpost in the Canadian wilderness, 
supplied the villagers with many simple necessities such 
as tools, household implements, dry goods and a few 
important nutriments. Trading between distiller-mer 
chant and peasants was done on almost a bartering basis. 
During the year the farmers bought on credit and at the 
harvest period repaid their debts by supplying the dis 
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tillation plant with sage and helichrysum flower ma- 
terial cut from the nearby mountains. 

The reception in the village was genuinely whole 
hearted. In the house of our friend, the distiller, we 
were served a seven course dinner with fresh fish and 
an eight-pound lobster, delicious with the taste of choice 
Dalmatian wines. 
we finally 


after Visits 


Six more people packed into 


Late in the afternoon 


started on our way back. 


many 


the car to give us an escort of honor to the hilltop 
where we stopped to say the final goodbye. I looked 
back; far down the little village of San Martino di 
Cherso appeared, now almost entirely shrouded in falling 
On the Western horizon the setting sun, a 
gigantic ball of the The sky 
Eastward had turned into a hue of bluish steel, but the 


darkness. 


fire, sank into sea. 
Western firmament was still ablaze in a gorgeous play 
ligh 

ight 


of rich colors rays shot 
into the spheres symbolizing in majestic display, 


and immense bundies ef 
unity 


of time and peace. 





See Record Chemical Exposition 


\ccording to present indications, the fourteenth an 
nual Exposition of Chemical Industries, to be held at 
the Grand Central Palace, New York, December 4 to 9, 
will be one of the greatest in years. It is reported that 
the number of exhibitors at this writing is already 
greater than in previous years, and the audience at 
tendance seems bound to establish a new high record. 

News from the exhibitors indicates that the Exposi 
tion will bring the audience up to date on the latest 
fields which the 


Exposition are naturally 


the three chemical 
the 


materials, machinery and products. 


advances in into 


industry and y classified: 
Since the last Ex 
pesiticn was held in 1931 and the next one will be held 
two years hence, the coming show will review the two 
years past and will indicate development for two years 


forward. 





Stannites for Depilatory Use 


R. H. McKee and E. H. Morse (to Alexander Herz), 
in U. S. Patent No. 1,899,707, the 


solution of stannites, as sodium stannite, along 


utilizes alkaline 
such 
with stabilizing agents, such as sodium potassium tar 
with wetting agents to aid in the 


the 


trate, and_ possibly 


penetration of active ingredient for purpose o! 


depilating the human body. This new depilatory is 


non-toxic and non irritating. It is supposed to be 


rapid and, most of all, odorless. 





Formulation of “Nutritive”? Creams 


Dr. Fred Winter (The Manufacturing Chemist, June 
1933, p. 166), 1n his usual informative fashion, describes 
the formulation and manufacture of “nutritive” 


the 


creams. 


In the article, author discusses hormone 


cholesterol and lecithin creams, preservatives and other 


Many 


formulas are given for the experimenter. 


creams, 
constituents of this type of cream. interesting 
One ot the 
most novel points 1s the making of a “synthetic hor 
Notes are given on skin 
The 


cusses to some detail the theory of the action of hormone 


mone” for a hormone cream. 
structure and chemical constituents. author dis 
creams on the skin. Altogether it is a very interesting 


and well composed article. 
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New Flavor Standards Issued 


HE following changes have been made in the regu 

lations covering definitions and standards for flavor 
ing extracts and carbonated bey erages: 

9a. Oil of lemon is the volatile oil expressed, without 
the aid of heat, from the fresh peel of the lemon (Cifrus 
limontida Osbeck ) , with or without previous separation 
of the pulp and peel. 

19b. Definition of oil of sweet basil omitted. 

,” 


22. Tonka extract is the flavoring extract prepared 


from tonka bean, with or without one or more of the 


following: Sugar, dextrose, glycerin. It contains not less 
than 0.1 per cent by weight of coumarin extracted from 
the tonka bean, together with a corresponding propo! 


tion of the other soluble matters thereof. 


23. Vanilla extract is the flavoring extract prepared 
from vanilla bean, with or without one or more of 
the following: Sugar, dextrose, glycerin. It contains in 


100 cubic centimeters the soluble matters trom not less 
than 10 grams. 


2 ° 
Beve ages 


l. Ginger ale 1s the carbonated beverage prepared 


trom ginger ale flavor, harmless organic acid, potabl 


water, and a sirup of one or more of the following: 


Sugar, invert sugar, dextrose; with or without the ad 
dition of caramel color. 

2. Sarsaparilla is the carbonated beverage prepared 
trom sarsaparilla flavor, potable water and a sirup oO} 
one or more of the following: Sugar, invert sugar, dex 
trose; with or without harmless organic acid, and with 
or without the addition of caramel color. 

3. Root beer is the carbonated beverage prepared from 
root beer flavor, potable water, and a sirup of one oi 
more of the following: dextrose 


Sugar, invert sugar, 


with or acid, and with Ol 


without harmless organic 
without the addition of caramel color. 

3a. Root beer flavor, root beer concentrate, is the bev 
erage flavor in which oil of sassafras and methyl sali 
cvlate (or oil ot wintergreen or oil ot sweet birch) are 
the principal flavoring constituents, and contains othe: 
flavoring substances, with or without the addition of 
caramel color. 

4. Birch beer is the carbonated beverage prepared 
from birch beer flavor, potable water, and a sirup of 
one or more of the following: Sugar, invert sugar, dex 
with 


trose; with or without harmless organic acid, and 


or without the addition of caramel color. 


4a. Birch-beer flavor, birch-beer concentrate, is the 


beverage flavoi in which methyl] salicylate (or oil of 


sweet birch or oil of wintergreen ) and oil of sassafras 


ire the principal flavoring constituents, with or without 


other tlavoring substances, and with or without caramel 
| 


colo The flavor of methyl salicylate predominates 


§. Cream soda water, “cream soda,” is the carbonated 
beverage prepared from cream soda water flavor, potable 
water, and a sirup of one or more of the following: 
Sugar, invert sugar, dextrose, with or without harmless 


organic acid, and with or without the addition of 
caramel color. 

§a. Cream soda water flavor, cream soda water con 
ceentrate, 1s the beverage flavor prepared from vanilla 
tonka, vanillin, or coumarin, singly or in combination, 
together with other flavoring substances; with or with 


out the addition of caramel color. 
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Soda Flavor Makers Meet 


HE National Manufacturers of Soda Water Flavors 

held their annual convention at Louisville, Ky., the 
week of October 9. Donald W. Hutchinson, of W. H. 
Hutchinson & Son, Inc., Chicago, was elected president 
to succeed J. B. Whitton, who held that office for two 
terms. The following officers and directors will serve 
with Mr. Hutchinson during the coming year: C. H. 
Redding, Foote & Jenks, Jackson, Mich., vice-president; 
Dr. H. E. Harrison, Liquid Carbonic Corp., Chicago, 
treasurer; John S. Hall, Hickey & Hall, Chicago, secre- 
ind attorney; Charles H. House, Jacob House & 
Buffalo, N. Y.; Charles O'Connor, S. Twitchell 
& Co., Philadelphia; G. M. Chapman, Liquid Carbonic 
Corp., Chicago; 8. W. Mutch, Whittle & Mutch, Phila 
delphia; and W. H. Gast, Theonett & Co., Chicago. 

The most 


tary 


Sons, 


important business at the convention was 


the unanimous endorsement ot the contemplated plan 


for a code of 


fair competition for the entire flavoring 


products industry. This provides for four divisions in 


r 


the industry. one devoted to household flavoring prod- 
ucts; another to bulk flavoring products, inother to 


fruit and flavoring syrups and the fourth to soda water 


havors 


l ndet board 


this plan 1 policy consisting of four 


members will rct as the between the 


contact: agency 


flavoring preducts industry and the President, Secretary 
Each of the four divi 


idministrative agency 


cf Agriculture, or their agents. 


SIONS will have in 


consisting of 
chairman ind six members who will represent that par 


ticular division and each division will have the right 


to idminister the prov sions of the code under the direc . 
tion of the policy board. 
John S. 


tion, 


Hall, secretary and attorney ot the associa 


delivered 1 report: cove legislative activities 


which showed that his ofhe 


ring 
had worked on no less than 
676 bills in Congress ind in the \ ious states during the 
last’ vear. 


A. M. T. A. 


\n important 


( ode 


umendment 


Amended 


to the code of fai 
petition filed with the National Recovery Administra 
tion for the A. M. T. A. has been perfected and added 
to thet cod>. Thi nendment declares that the use 
of the hidden d-monstra 


bit the retail outlet but not 


com 


] £ of 
im emp yee ¢ n manu 


identified as being 
on the manutacturer’s payroll or representing his mter 
ests) iS an 


unfair method of 


competition. 
It is understood that members of the Pertumery ind 


C cosmetic Institute ire strenuously opposed to this pro 





ion, ind will wryea}; wainst it when th h ings 
on th od 1 h ld 
Rubber in Cosmetics 
Who would ever think that rubber would be used 
in cosmetics? Well, several patents have been taken 
out in this country as well as ibroad using rubber as 


| \ ' 
1 thickening rgent. Latex rubber long with benzene 
(under 


pressure) and gums, such as tragacanth, are 
mixed with titanium oxide or zinc oxide until uniform. 
The product containing up to & per cent of rubber is 


ised as a cosmetic 
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Wholesale Druggists Hold Convention 


ROPOSED revision of the Federal Pure Food and 

Drugs law, the wholesale drug code and the Drug 
Institute of America were live topics at the fifty-ninth 
annual convention of the National Wholesale Druggists 
Association, held October 2-5 at French Lick, Ind. The 
convention disapproved of the proposed revision of the 
act, and in a resolution urged members to unite in a 
campaign to defeat the measure. 

Other resolutions recommended the discontinuance of 
10 cent lines in pharma- 
cies; asked members to in- 
struct buyers and_ sales 
managers to support manu- 
facturers 
protect the profit of the 


whose _ policies 


and retailer; 
recommended that 
bers refrain from. selling 
drug store merchandise to 


wholesaler 
mem- 


grocery stores in towns 
where drug stores are lo- 
cated; empowered associa- 
tion delegates to the drug- 
gists research bureau to 
submit to the 
committee the proposal of 

placing responsibility for continuance of bureau work 
under the Drug Institute; and opposed payment of extra 


commission or compensation to manufacturers’ salesmen 





directing 


D. Faxon 


HENRY 


on orders secured by them and transferred to whole- 
salers 

Following the discussion of the code, the committee 
was instructed to cooperate fully with the N.R.A. in 
order to get a separate code authority for administration 
of the wholesale drug code and to provide for representa- 
tion of the Drug Institute on such code authority. The 
interesting discussion of the Drug Institute covered the 
viewpoints of the various divisions of the drug trade. 

Henry D. Faxon, of the McKesson-Faxon Drug Co., 
Kansas City, Mo., was elected president of the associa- 
tion. Vice-presidents elected were: J. Mahlon Buck, 
Philadelphia; J. B. McCormick, Pittsburgh; E. H. 
DeMoss, Louisville, Ky.; C. H. Gertridge, Seattle, Wash.; 
and Kayton Smith, Savannah, Ga. The following were 
named members of the board of control for three yeat 
terms: John C. Davis, Denver, Colo.; Lee Wilson Hut- 
chins, Grand Rapids, Mich.; Charles A. Loring, Boston; 
and William J. Murray, Columbia, S. C. 





Suit Over “Supersuds” Patent 
Arguments were heard recently at South Bend, Ind., 
by Federal Judge Thomas W. Slick in a patent infringe- 
filed by the Colgate-Palmolive-Peet Co., 
Chicago, against Lever Brothers, soap manufacturers, 
Cambridge, Mass. It was alleged that the defendant 
had infringed upon the process for manufacturing “‘Su- 


ment suit 


persuds,” a Colgate product, with a Lever product, 
‘Rinso.”” Counsel for the Colgate-Palmolive-Peet Co. 
asked for permission to file a supplemental bill of com- 
plaint. Lever Brothers was found to be within the jur- 
isdiction of the South Bend Federal district court by 
virtue of its having a factory at Hammond, Ind. 
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Organizations to Fight Drug Law 
CAMPAIGN of opposition to the proposed pro- 


visions of the Federal Food and Drugs Act has 
been organized with the Proprietary Association taking 
the foremost part in the fight. A special meeting of 
the Proprietary Association was held in New York 
October 10, at which representatives of the United 
Medicine Manufacturers Association, Flavoring Extract 
Manufacturers Association, and other organizations af- 
fected by the provisions, were present. The attitude of 
the Proprietary Association is that the so-called Tugwell 
bill should be defeated, and plans for an aggressive 
campaign during the coming session of Congress, which 
begins in January, are being made. 

The Flavoring Extract Manufacturers Association has 
sent out an exhaustive bulletin to its membership call- 
ing attention to the unfavorable provisions of the new 
bill. The principal complaint of the manufacturers o! 
packaged medicines and those associated with them in 
the campaign is that the new measure would give al- 
most autocratic powers to the Department of Agri- 
culture in the enforcement of new rules which it may 
make regarding advertising and sale of packaged medi- 
cines, food and cosmetics. 

The bulletin of the F. E. M. A. points out among 
other things that the new bill provides that a drug is 
adulterated if it may be dangerous to health under the 
prescribed conditions of use; also that an article would 
be deemed misbranded if either the advertising matter 
or the label would by inference create a misleading 
impression. Objection is also made to the power which 
the bill would give the Secretary of Agriculture to im- 
pose conditions requiring permits or licenses to estab- 
lishments manufacturing foods and drugs. The Asso- 
ciation contends that the present law is wholly adequate, 
that control of advertising is already vested in the 
Federal Trade Commission, so that faults in misleading 
advertising can be curbed under present conditions. 

An effort will be made to organize a joint committee 
covering all industries affected by the bill for the pur- 
pose of enlisting the support of these industries in a 
strenuous fight against its passage. 





German Market for Cosmetics 


All the well-known cosmetics of the world are sold 
in Germany, but those which really have worth-while 
sale there are manufactured or compounded in the 
country. The government has a monopoly on alcohol, 
and the expense of importing any item with alcohol in 
it is high. 
in a finished state are also great, and most foreign pro- 
ducers have therefore found it necessary to ship raw 
products, buy some of the materials in the country, 
have most of the boxes and all the printing done in 


The duties on the various cosmetic products 


Germany, and otherwise endeavor to reduce costs so 
that they may meet local competition. A new item 
must be introduced with an advertising campaign, and 
all firms interested in imported cosmetics insist on fol- 
lowing the procedure outlined above. This has closed 
the market for all but the large foreign producers. Cheap 
cosmetics are manufactured in Germany in abundance, 
and only something unusual and highly advertised can 
be introduced from abroad with success. (Assistant 
Trade Commissioner in Charge Rolland Welch, Berlin.) 
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Somebody Loves a Salesman 
HE POOR SALESMAN—of all the tough jobs at 


which man must labor for his daily bread (and 
butter), his is the toughest. Of those who must take 
instructions on how to conduct themselves in business, 
he must absorb the choice dissertations of everybody and 
anybody . . . presidents, treasurers, superintendents, vice 
presidents, plus those who couldn’t sell dollar bills at 
50 per cent discount. They coach him, roast him, 
guide him, pep him up, and every lecture has the same 
happy ending: “Get the business.” 

I have taken especial note of a particular form of 
salesman-baiting. Reference is made to the articles writ- 
ten in various publications by purchasing agents or 
those coming in contact with salesmen. These are 
usually titled something like this: “Salesmen in Spats 
Never Get Our Business,” or “Griping Faults of Drum- 
mers.” 

The salesman is expected to read these articles with 
breathless interest, see himself as others see him, remedy 
the faults which are obviously keeping him from un 
limited success, rush out, secure all the orders in sight, 
and climax everything by hailing as a miracle man the 
author of the article which brought about his reforma 
tion. 


Perhaps some of the articles are of merit and contain 


constructive criticism. I haven’t read those two. Most 
of those I have read were critical of the salesman’s per- 
sonal appearance. His hair was parted wrong. He 


didn’t use the particular brand of soap the writer 
preferred for his own hide. 
vest didn’t match. 


Tie and soup stains on his 
And so on, and so on and on. 


Most of the articles pictured the ideal salesman as a 
cross between Adonis and John Barrymore. His voice 
is that of a radio announcer’s. He delivers his words 
with the rapidity of Floyd Gibbons, and in the con- 
vincing manner of Al Smith. 
fieldian (not a cigarette advertisement). In 


He is the ultra 


His manners are Chester- 
sartorial 
elegance he out-beaus Beau Brummel. 
ultra of gentlemen, physcologist, diplomat and_ go- 
getter. 

Where would you find a chap like that? 
find him, what would you do with him? 
everybody else. 


If you did 
So would 


So, Mr. Writer-of-Articles, when you get into the 
mood to pen your pet peeves (I’m doing the very same 
thing now) please remember that the good Lord never 
put a perfect person on terra firma as yet. If and 
when He does, the rest of us are going to be in for some 
interesting days (and nights). 
who just left doesn’t like that hard-boiled stare of yours 
any more than you like his brand of cigars. 
over prices gets as many 
or irritating mannerisms. 


Perhaps the drummer 


Crying 


“nannies” as do dirty shirts 


Please don’t take this too seriously, dear P. A. or 
salesman-interviewer, especially if you have written ar- 
ticles about salesmen who give you the jitters. But can’t 
you spare a little sympathy for the poor fellow who is 
managed by the sales-manager, credit-manager and gen- 
eral-manager; who must get unending official Ok’s from 
the office, and who in meekness heroic, absorbs the cusses 
of the customer?—Re printed from The Phoenix Flame. 


§ Essential Oil Revieu 


Rohde Heads Hairdressers 


MIL ROHDE, of Chicago, was elected president of 
the National Hairdressers and Cosmetologists Asso- 
ciation at the organization’s thirteenth annual conven- 
tion, held at the Edgewater Beach hotel, Chicago, Sep- 
tember 17-20. Other officers named were: S. A. Sperber, 
M. Colle, Pittsburgh, 


second vice-president; Mrs. Elsie Lukens, Seattle, third 


St. Louis, first vice-president; F. 


vice-president; Edna L. Emme, St. Louis, secretary; 


Charles C. Merlet, Hartford, Conn., financial secretary; 


Harry M. Spiro, New 
York, treasurer; Mario 
Campana, Hartford, his- 


Emile Beauvais, 


Washington, chairman of 


torian; 


the board of trustees; and 
Max Hoefer, Chicago, 
Bertha M. Agnew, Harris- 
burg, Pa., Emile Martin, 
New York, 


Donarico, 


Lorenzo 


Neb., 


and 
Omaha, 
trustees. 

The convention was well 
and 


attended said to be 


one of the most successful 





in the history of the asso- 


ROHDI 


EMI 


ciation. One of the main 


events on the program was the creation of national 
American styles, the winners being awarded prizes. A 
style show also was held. Discussion of the association’s 
NRA featured the and at a 


special delegates’ session it was voted to supplement the 


code business program, 
code with a group of unfair trade practices which were 
suggested at the meeting. A resolution was adopted 
affirming the independent position of hairdressers and 
beauty specialists and condemning the practice of bar- 


bers in trying to include them as part of their trade. 





British Lectures on Essential Oils 


An interesting program of lectures on essential oils 
and soaps is announced for the coming Winter in Lon- 
don. The London County Council will once again 
sponsor a course in essential oils and perfumes at its 
Institute, but 
consequence of the retirement of S. W. Bradley, his 
place being taken by Mr. Atkins, B. Sc., A.I.C., M.P.S., 
and M. Carol, M. Sc. 


session, in addition to the technology of the production 


Technical there will be new lectures in 


These new lecturers propose this 


of essential oils, to deal fairly fully with their appli- 
cation in the cosmetics, pharmaceutical, and allied in- 
dustries. 


A lecture course on soaps and detergents will be given 
at the Battersea Polytechnic Institute by W. H. Sim- 
mons, B. Sc., F.1.C., the following syllabus being cov- 
ered: methods of soap-making, cold process, semi-boiled 
and_ boiled soaps, soft soaps, household and laundry 
flakes and 
powders; liquid soaps, medicated and disinfectant soaps 
(solid and liquid); polishing soaps, glycerine; soap sub- 
In the laboratory raw materials and finished 
products will be examined and tested, the principal 
processes employed in soap manufacture will be studied 


soaps, toilet soaps, transparent soaps, soap 


stitutes. 


and so will the technique of glycerine recovery. 
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Stoneleigh Joins Dorothy Gray 


Duane R. Stoneleigh, formerly assistant to the sales 
manager of Kathleen Mary Quinlan, Inc., 
associated with Dorothy Gray Co., Ltd., New York, 


has become 


according to recent announcement by that company. 
Mr. Stoneleigh will be assistant John M. Van Horson, 
general sales manager of the company, and will work 
in close conjunction with him in formulating the mer 


chandising policies of the firm. 


Graduating from the Shefheld Scientific School of Yale 
University, class of 1925, Mr. Stoneleigh has spent most 
of his business life in the toilet preparations field. He 
was first connected with Johnson & Johnson, New 
Brunswick, N. f., 
then with that company, 
“Modess”’ 
associated with Lamont, Corliss & Co., 
with Kathleen Mary Quinlan, Inc. 


where he assisted Mr. Van Horson, 
in planning the successful 
merchandising campaign. He later became 
and subsequently 


Organizes Blasco Corp. 


Blasco Corp. has been organized with headquarters at 
169 Livingston street, Brooklyn, N. Y. Gaston J. Block, 
Jr., is president and general manager of the new corpo 
ration. He advises us that it will act as exclusive pack 
aging and sales agent tor perfumes and toilet articles 
manufactured by G. J. Block, including 
Blasco,” “Wedding Bells,” “Roses,” 


“Fleurs Aimantes.”’ 


Gaston J. Block, Sr., 
with Mrs. Block and their two grandchildren, has just 


“Parfum 
“Cleopatra” and 


president of Blasco Parfumeur, 


returned from a motor trip through the Middle West, in 
the course of which they visited the “Century of 
Progress” Exposition in (¢ hicago. 


Plough’s Plans Record Campaign 


With its business showing the greatest increase since 
1929, Plough’s, Inc., Memphis, Tenn., manufacturer of 
toilet preparations, is preparing the largest advertising 
budget in its history. The company reports that July 
business increased 20 per cent, August 40 per cent and 
the first half of September 62 per cent over the same pe 
riods in 1932. Its personnel has been enlarged consid 


erably and wages increased. 


Velray Products Reorganized 


Velray 
Abraham Appleman, 


Products, Inc., New York, has advised us that 
formerly secretary and treasurer 
of the company, is no longer associated with it. Albert 


and Mildred Ra 


Rolls is now president and treasurer, 


mos, formerly associated with the Storfer Laboratories, 


is secretary. 
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Nestle-LeMur Co. Expands 

Nestle-LeMur Co. has acquired additional space in 
the Port building, 111 Eighth 
parlos 


Authority Commer 
venue, New York, for expansion of 1ts beauty 
equipment business. The company meved into the 


bu Id neg car!) this year. 


Young Named Soap Industrial Advisor 
C. F. Young, 


Co., of Dayton, Ohio, has been appointed by the Na 


president of the Davies-Young Soap 


Administration to act as Industrial 
Advisor to the N.R.A. rep 


resenting the soap and gly 


ticnal Recovery 











cerine manutactur 
dustry. Mr. 


been very active n the 


1Z in 


Young has 


work of the soap industry 
in connection with the 
drafting of its code un 
der the N.R.A. and in co 
ceperative efforts for the 
improvement of the en 
tire industry. It is his 
opinion that the formula 
tion of the code and the 





very satisfactory manner in 


Ww hich it was handled will 


C. F. Younc 


be of great benefit to all 
cap manufacturers. It is a pleasure to congratulate him 

his appointment to this position which affords him 
such wide scope for the use of his splendid talents 


on behalf of the soap and glycerine industry. 


Miss Rumbough Married 


Miss Elizabeth Colgate Rumbough, daughter of Mr. 
and Mrs. Stanley M. Rumbough, was married to Francis 
Russell Cowles, son of Mr. and Mrs. Russell Cowles, on 
September 23. The ceremony took place at Elstar Oaks, 
Lloyds Neck, L. L, the country home of the bride’s 
parents, and was followed by a large reception. The 
dean of Cambridge Theological Seminary, Dr. Henry 
B. Washburn, officiated. The maids of honor were Miss 
Marian T. Hope and Miss Constance Chambers, and the 
two flower girls, double first cousins of Miss Rumbough, 
were Miss Grace Colgate Rumbough and Miss Florence 
Colgate Rumbough. The groom’s brother, Ernest F. 
Cowles, was best man. 

The former Miss Rumbough is a granddaughter of 
the late Gilbert Colgate and descendant of William 
Colgate, founder of Colgate & Co. Her father is vice 
president and treasurer of the White Metal Mfg. Co., 
Hoboken, N. J., and president of the Collapsible Tube 
Manufacturers Association. 
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Robert Colgate to Wed Miss Camroux 


Robert B. Colgate, vice-president in charge of re 
search of Colgate-Palmolive-Peet Co., recently became 
engaged to Miss Pamela Camroux, niece of Sir John 
Hubert Oakley, G.B.E., and Lady Oakley of Hereford 
House, London. Miss Camroux is a descendant on her 
maternal side of the Kings 
ford family of Kent, Eng 
land. 

Mr. Colgate is a great 
grandson of the late Wil- 
liam Colgate, who founded 
Colgate & Co. He pre 
pared for college at Phil 
lips Andover Academy and 
was graduated in 1924 
from Yale, where he was 
active in undergraduate 
athletics. He then tray 
elled extensively in Europe 
and in the Orient to gain 





an intimate knowledge of 


Ropert B. CoiGcari 


the company’s foreign 

business, and upon his return entered the laundry and 
toilet soap department where he became interested in 
research work. He was successful in this and took 
part in the development of soap manufacture and new 
products. While at Yale Mr. Colgate was elected to 
\lpha Delta Phi fraternity and Wolf’s Head Society. 
He is a member of the Yale Club of New York and 
the Seawanhaka Corinthian Yacht Club. 


New Colgate Premium Manager 


Howard W. Dunk has joined the Colgate-Palmolive 
Peet Co. in charge of premium and institutional promo 
tion, with headquarters in Jersey City. For the _ last 
two years he has acted in a similar capacity for Nestle 
Milk Products, Inc. Mr. Dunk was formerly with the 
United Profit Sharing Corp., of which he was vice-presi 
dent in charge of sales. 

The company has opened a branch ofhce in Syracuse, 
N. Y., located in the Keith theater building. This 
branch is in charge of W. R. 
It will cover New York state outside of the 


King, division soap sales 
manager. 
metropolitan area, with more than 200 salesmen working 
out of Syracuse. 

The Cincinnati sales ofice of Colgate-Palmolive-Peet 
Co., has been moved to new and larger quarters 
in the Carew Tower. 
embracing the Southern part of Ohio, Indiana, all of 
Kentucky, and parts of Virginia, West Virginia and 


This office controls a large area, 


Illinois, and has been responsible for considerable increas 
in sales in that territory recently. A. N. LaBelle is in 
charge of toilet article sales, and J. A. Reilly is in charge 
of laundry and toilet soap sales in the Cincinnati office 


Sacramento Soap Co. Formed 


Sacramento Soap Co. has been organized to manufac 
ture soap products which will be distributed through 
out upper California. Offices have been taken at 1308 
K street, Sacramento. Phil R. Chesson is head of the 
company. Associated with him are Alvin Porter, sales 


manager, and Daisy Porter, secretary-treasurer. 
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C. F. Adams on United Drug Board 


Charles Francis Adams, former Secretary of the 
Navy and treasurer of Harvard College, was elected to 
the directorate of the United Drug Co., Boston, at a 
special meeting of the directors September 26. 
L. Richards, Frederick E. 


James 
Snow and Eugene W. Stetson 
ilso w ere added to the board to fill vacancies caused by 
resignations which followed the recen: dissolution of 
the holding company Drug, Inc., into its five original 
corporations of which United Drug is one of the two 
largest. All four men were elected to the executive 


board of the company. 


George W. Frolich, sales manager of the United Drug 
Co., will under the 
auspices of the Massachusetts State Department of Ed 
The lectures 


deliv er a series of lectures 


| 
ucation. \ ill db riven ovel the Next nine 


Soap Company Improves Plant 


The Prouty-Bowler Soap Co., Des Moines, la., has 
completed installation of new machinery and re-model- 
ing of its plant, ind has started production. ( heney 
Prouty is head of the company, having purchased the 
controlling interest from his uncle, Charles D. Prouty, 


some months ago. 


Miss Sage Returns from Europe 


Enthusiastic over the results of a six weeks’ visit to 
the leading fashion establishments of Paris and London, 
Miss Peggy Sage, creator of Peggy Sage manicure prepa- 
rations, returned to New York on the Aguitania Sep 
tember 21. While business kept her close to the two 
cities for the greater part 
of her stay abroad, she 
was able to steal away sev 
eral week-ends for a holi- 
day at leading French re 


sorts. 


W hile in | ondon, Miss 
Sage opened preliminary 
negotiations tor the estab 
lishment of a salon” in 
Sond street. Her mani 
cure preparations ire 
imong the leading sellers 


at smart shops in London 





ind have led to a demand 


for a Peggy Sage salon. 


Miss Peccy Saat 


Plans for the opening of 


the new branch will be announced later. 


Miss Sage was pleased to find her new polish 


shades in perfect harmony with style trends for 


this year. Clothes this year will be predominately dark, 
he said, and will permit a natural blending with her 
“oxblood,” =m hinese red,” 
With a trend for pale 


kin also in evidence, Miss Sage believes the combination 


latest shades, particularly 


“Diane” and “fire engine red.” 


ot this with dark clothes and red nail polish will present 
1 striking ensemble. 

She found London bustling with ictivily, with busi 
ness people happy in anticipation of a decided upward 


trend, but Paris was quiet in contrast. 
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Yardley Official Visitor Here 


E. C. Morgan, advertising manager of Yardley & Co., 
Ltd., London, England, sailed for home on the Olympic 
September 29 after a brief visit to this country. He 
visited Chicago and viewed the “Century of Progress” 
Exposition where Yardley has a booth in the general ex- 
hibit building, and then returned to New York for 
advertising conferences with Cecil Smith, president, and 
Curtis Campaigne, vice-president, of the American com- 
pany, and also with N. W. Ayer & Co., advertising 
agents for Yardley. 

Mr. Morgan was greatly interested to see for the first 
time the company’s new offices in the British Empire 
building of Rockefeller Center and the retail store which 
Yardley plans to open shortly. 


Exhibitors at Milwaukee Food Show 


Approximately 100,000 people attended the Food 
Show and Cooking Institute held October 2 to 7 in the 
Milwaukee Auditorium. Among the concerns exhibiting 
at the show were the John Hanser Soap Co. and the 
Lavo Co. of America, both of Milwaukee; Proctor & 
Gamble Co., and the Clorox Chemical Co. The radio, 
refrigeration and electrical appliance exposition was 
featured in connection with the food show. 


Slifer Sales Manager of Dill Co. 


Herbert I. Slifer, who for some time has been in charge 
of the New York ofhce of The Dill Co., Norristown, 
Pa., has been transferred to the principal office in Nor- 
ristown and appointed sales manager of the company. 
The sales end of the business was formerly under the 
direct supervision of E. L. 
Brendlinger, president, but 
has now been divided in 
two parts, Mr. Slifer han- 
dling one and the other in 
charge of L. J. Derr, who 
has been connected with 
The Dill Co. for more than 
20 years. 

The Dill Co. is one of 
the leading manufacturers 
of flavoring extracts and 
other household products, 
and has been one of the 
most active companies in 
the work of the Flavoring 
Extract Manufacturers As- 
sociation. 





HeRBERT I. SLIFER 


Mr. Brendlinger is a former president of the 
association, and has for several years been in charge of 
its legislative work as chairman of the committee on 
legislation. 


Fire Damages Lavo Plant 


Fire did damage estimated at $25,000 to the Lavo 
Co. of America, Milwaukee, manufacturer of soap prod- 
ucts, October 4. Several firemen were overcome in 
fighting the blaze which drove employees from the build- 
ing. The Lavo company was founded in 1908 and 
moved into its present three-story building in 1912. 
I. J. Rosenberg is president of the firm, Mrs. Rosenberg, 
vice-president, and a son, Louis, secretary. 
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Marriage of Charles W. Furst 


Charles W. Furst, elder son of Mr. and Mrs. F. E. 
Furst, of Freeport, Ill., was recently married to Miss 
Jeanne Margaret Whitman, daughter of Mr. and Mrs. 
Harry G. Whitman, of Grand Rapids, Mich. Miss 
Elizabeth Whitman, the bride’s sister, was maid of honor, 
and Harry Furst, the 
groom’s brother, was best 
man. After the ceremony, 
a reception to 75 guests 
was held. 

The couple left on an 
extensive wedding trip 
through Canada to Mon- 
treal and through the Lake 
George and Lake Cham- 
plain’ region, and will 
spend several months in 
the East dividing their 
time among New York, 
Philadelphia and Washing- 
ton. Mr. Furst will do re- 
search work in some of the 
Eastern laboratories before returning to Freeport where 
he will become associated, as assistant chemist, with the 
Furst-McNess Co., of which his father is president. 

Mr. Furst was graduated from the University of 
Wisconsin in 1930, and the following year worked in 
the Standard Oil Laboratories at Whiting, Ind. For 
the past two years he has been a student at the Univer- 
sity of Michigan, taking courses in law and _ business 


CHARLES W. Furst 


administration as well as special work in chemistry. 


Elizabeth Ogilvie Sails for Europe 

Miss Elizabeth Ogilvie, in charge of the Washington 
salon of Ogilvie Sisters, New York, hair and scalp 
specialists, sailed recently on the Lafayette. She will 
remain abroad part of the Winter. During this time 
she will gather special material on artistic requisites. 
This includes any new departure in reconditioning meth- 
ods, new preparations and the latest modes of coiffure. 

John H. Curry, sales manager of the company, and 
Mrs. Curry (Anne Ogilvie) returned September 20 
from an extended business and vacation trip on the 
West Coast and Canada. The Currys visited the out- 
standing accounts of the Ogilvie Sisters in an effort 
to further promote the “Courtesy Hair Treatment” 
campaign which is the advertising feature of the Ogilvie 
Sisters’ national Fall campaign. 


Beeman on Western Trip 


George W. Beeman, president of Beauty Counselors, 
Inc., Detroit, Mich., recently completed a Western trip 
in the course of which he visited St. Louis, Oklahoma 
City, Milwaukee, and Chicago. Mr. Beeman reports 
that he found business conditions in that territory very 
much improved. 


Koster Keunen Appoints Bush 


Koster Keunen, Sayville, N. Y., refiner of beeswax, 
recently appointed Wallace A. Bush Chemical Corp., 
300 Fourth avenue, New York, as its New York and 
New England representative. 
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Consolidated Aids N.R.A. Drive 


The accompanying picture shows Jacob A. Voice, 
president of Consolidated Lithographing Corp., present- 
ing to Grover A. Whalen, chairman of the local N.R.A. 
board, the first of the new “Buy Now” N.R.A. posters. 
These posters are being produced in the Consolidated 
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factory in Brooklyn, and will be used to stimulate pur- 
chasing at retail by the general public. 

Mr. Voice has advised us that his company has been 
cooperating to the extent of its ability with the Govern- 
ment officials in promoting the success of the N.R.A. 
campaign. The efficiency with which it has worked on 
this matter is shown by the fact that within two days 
from the receipt of an initial order, two complete sample 
sets of N.R.A. literature had been forwarded to each 
of the 5,700 N.R.A. headquarters throughout the coun- 
try. These sets consisted of a poster 21 x 28 inches, 
a card 11 x 14 inches, a window label 4 x 8'% 
and a sample seal. 

Mr. Voice is extremely enthusiastic over the N.R.A. 
program and anxious for its success. In a recent inter 
view, he said: 

“The N.R.A. is not all a parade. Not only is a large 
organization working in Washington to put the proposi- 
tion across, but many concerns all over the country are 
doing their bit to help. 
working night and day in order to produce the N.R.A. 
publicity material, consisting of large posters, cards, 


inches, 


Our own company has been 


stickers, seals, etc. In addition, we have conformed 
strictly to the N.R.A. requirements in spirit and in 
action by reducing working hours of our employees, in- 
creasing their pay, and putting on additional men in 
order to help the unemployment situation. I personally 
have been kept busy between New York and Washing- 
ton taking care of the Government requirements on 
publicity material, and my staff of assistants has worked 
steadily carrying on the campaign at the home office. | 
think if everyone took this program as seriously as my 
company does, there would be no question of the success 
of the entire N.R.A. program”. 

Consolidated Lithographing Corp. has sent us a very 
attractive circular urging members of the N.R.A. to 
co-operate in the “Buy Now” campaign. This four- 
page circular is lithographed in two colors, and the first 
page consists of a letter from Mr. Voice urging the 
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companies receiving the circular to take an active part 
in the “Buy Now” campaign. The center spread shows 
reproductions of the various styles of “Buy Now” post- 
ers, giving prices, and on the final page is a reproduction 
of the first “Buy Now” advertisement of the company, 
which has been featured in the New York Times, Herald 
Tribune, American, Sun, World Telegram, and twenty 
other leading newspapers and magazines. 


Seattle House Sponsors Shows 


Extending its usefulness to beauty shops of Seattle 
and vicinity, Stenger & Berliner, supplying these Puget 
Sound shops with their cosmetic products, has launched 
a series of fashion shows this Autumn. The first was 
staged in October in the auditorium of the large whole- 
saling organization on Fifth avenue, Seattle. Pam Fear- 
rington, specialist, explained the latest trends in hair 
tinting and bleaching; J. P. Schaller, B.S., Ph.C., gave 
a lecture on cosmetology; and new vogues in coiftures 
were shown by two of the cup winners of Stenger & 
Berliner’s Spring fashion show. A. B. Chalman, with 
Stenger & Berliner for 15 years, directed the initial pro- 
gram of the new Fall features of the Seattle house. 


Almay in New Quarters 


Almay Pharmaceutical Corp. is now located in its new 
quarters at 343 Classon avenue, Brooklyn, N. Y. Tele- 
phone number is MAin 2-1450. 


FEI Official Uses Own Plane 


More and more individuals in our industries are tak- 


ing advantage of the speed and safety of improved air 
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transportation. The accompanying photograph shows 
Dr. Ellis Glasgow, of the FEI Corp., Pittsburgh, with 
Edward Stange, vice-president of Norda, Ltd., Toronto, 
Ont., in front of Dr. Glasgow's own plane which he 
uses for frequent business trips. His company manu- 
factures toilet preparations, tooth paste, and pharma- 


ceutical products. 


May Merge Drug Associations 


Steps are being taken to bring about a merger of the 
Milwaukee County Pharmaceutical Association and the 
Wisconsin Independent Druggists’ Association. The con- 
solidation is desired to help raise ethics of the professions 
and attain price stabilization. The two groups combined 
have a membership of approximately 600. 
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Pinaud Appoints Mid-West Manager 


Ralph R. Morris, formerly with the Armand Co., has 
been appointed Mid-West manager of Pinaud, Inc., New 
York, with headquarters in Chicago. He replaces L. W. 
Olson who recently was made New York representative 
of the company. Mr. Morris is now traveling through 
the Middle West introducing the new Christmas num 


bers and cosmetic items rec ently added to the Pinaud 


line. 


Marriage of Charles K. Weston 


Announcement has been made of the marriage on 
October 7 of Charles K. Weston, manager of the pub 
licity department of FE. I. du Pont de Nemours & 
Co., Wilmington, Del., to Miss Anna Hynson Morris, 
of New York. The ceremony was performed in W il 


mington 


van Ameringen Back from Europe 


‘ 


A. L. van Ameringen, president of van Ameringen 
Haebler, Inc., New York, returned on the Statendam 
September 22 from a visit of several weeks in Europe. 
Mr. van Ameringen spent his time in Holland, Ger 
many, Switzerland, and France, and reports that busi 
ness conditions, and espe 
cially those in the perfume 
and toilet preparations in 
dustry, are not as satisfac 
tory as might be desired. 

The perfume business in 
France has been hit by 
both the slackening of the 
domestic demand and lack 
of business for export, he 
said. In} Germany, the 
“back to nature’? move 
ment has resulted in con 


siderable curtailment of 





the volume of perfume and 


cosmetics consumed. Prices 


L. vAN AMERINGEN 


of perfume materials have 
declined as much as they have in America. Mr. van 
\meringen anticipates some rise in prices of floral prod 
ucts both on account of increased costs and also short 
crops. 

His comments on geranium were particularly interest 
ing. Indications are that both African and Bourbon 
geranium will be in short supply before the end of the 
year. For several years production has been declining 
and the yield per acre has also dropped quite sharply. Ex 
ports have continued on account of the tremendous 
surplus which remained from former years, but this 
has now been brought down to very small limits. Aside 
from small quantities in the hands of the speculators, 
who will hold them for anticipated advances in price 
after the first of the year, it is probable that stocks will 
be insufficient to last beyond January, and prices will 
show a consistent and rapid advance. 

Efforts at industrial recovery in this country are be 
ing keenly watched by both business and government 
on the Continent, but it was Mr. van Ameringen’s 
observation that Continental Europe is by no means 
convinced that these efforts at recovery will be suc 


cessful. 


~e 
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Field Sales Reorganization Completed 


Marshall Field & Co., Wholesale, Chicago, has ap 
pointed six sales managers to head important sales ter 
ritories, bringing to a completion the sales reorganiza 
tion plan started some months ago. Together with these 
appointments, Grant S. Mears, assistant general manager 
announced the selection of J. P. Boland, for the past 
two years head of the rayon and knit underwear de 
partment of the company, as general sales and merchan 
dise manager of the New York territory comprising the 
Before 
coming to Chicago Mr. Boland was with the company 


Atlantic seaboard states and New England. 


in its New York office for 29 years. 

To each of the divisions goes a man well known in 
his territory to whom has been given full responsibility 
and authority over the sales activities and personnel fo: 
the division. The appointments follow: Porter J. Case 
to the Western Division, which includes California, 
Washington, Oregon, Utah, Montana, Colorado, Wyo 
ming, New Mexico, Nevada, Arizona and Idaho; J. D 
Porter to the Southeastern Division, which includes Ken 
tucky, Tennessee, Mississippi, Alabama, Georgia, Florida, 
and Eastern Louisiana; C. W. Alexander to the South 
western Division, which includes Texas, Oklahoma, 
Arkansas, and Western Louisiana; R. O. Zachritz to the 
West Central Division, which includes Illinois (except 
Chicago District), Wisconsin, Minnesota, North and 
South Dakota, Iowa, Nebraska, Kansas, Missouri, and 
Michigan Peninsula; Ira R. Thayer to the East Centra! 
Division, which includes Michigan, Indiana, Ohio, West 
ern Pennsylvania, and West Virginia; Ira J. Cool, whose 
appointment was announced some weeks ago, to the 
Chicago district, which includes, in addition to the city 
of Chicago, all of Cook, Lake, DuPage and Will Counties 
in Illinois, and Lake County in Indiana. 

Co-operating with Mr. Thayer in the management ot 
sales in the state of Ohio will be H. Renick Boggs, who 
also continues in direct supervision of the company’s 
small subsidiary stores. 


The company has issued its statement for the 
third quarter of 1933, showing a net profit of 
$955,000, as compared with a loss of $1,709,800 for 
the same quarter of 1932 and a loss of $301,900 for the 
second quarter of this year. Net sales during the third 
quarter were $24,745,600, an increase of 51 per cent 
over the third quarter of last year. 

The statement covers the operations of the company’s 
retail stores, the Wholesale, the Davis Co., and a num 
ber of other smaller stores, as well as the mills and fac- 
tories and the Merchandise Mart. 

A number of very encouraging signs were seen in the 
statement. Not only did the retail store increase its 
sales volume by more than half, as compared with the 
corresponding quarter of 1932, but the wholesaling di 
vision showed a gain of 70 per cent, as compared with 


the third quarter of last year. 


Liggett Offices Moved 


The trustees of the Louis K. Liggett Co. have moved 
the New York offices of the company from 41 East 
42nd street, to 2 Park Avenue. The telephone number 
is now LEXington 2-5700. 
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Los Angeles Packaging Exhibition 


Los Angeles Junior Chamber of Commerce, through 
its civic planning committee, is sponsoring an exhibit of 
industrial design, packaging and packing which will be 
heid in the Chamber of Commerce building, Los Angeles, 
November 6 to 11. 
strictly to California 


The exhibits will not be limited 
but it is that 
lecal companies play the most important part in it. 


houses, intended 


Scme 300 invitations have been sent to companies 
operating in and about Los Angeles, and a large numbe: 
have already signified their intention of taking part in 
this show. Emphasis will be placed on the benefits to 
be derived from employment of trained industrial de 


signers in creating packages as W ell as in adv ertising. 


Carroll Sagar is chairman of the committee on entries; 
Walter Fabling on arrangements; Donald Dickerson on 
publicity; Harold Quinton on entertainment, and Edgar 
Bissantz on awards. 


Citrus Soap to Broadcast 


The Citrus Soap Co., San Diego, Calif., has con 
tracted to sponsor “Chandu, the Magician” broadcasts 
on the Pacific coast. Under the new set-up, “Chandu” 
will be heard in live broadcasts, covering his adventures 
in a dramatic sequence which takes him to the Spanish 


Main. 


Factor Opens Third Plant 


Max Factor & Co., Hollywood, Calif., has just com 
pleted and placed in operation the plant shown in th 
accompanying picture. This plant is devoted exclu 
sively to the manufacture of dry rouge, compacts, mas 
cara and lipstick, and is one of the three plants now 
cperated by the company. The original large building 
at Highland and Hollywood boulevard houses the main 
manufacturing activities and ofhces of the company, 
and there is also a warehouse building on Wilcox avenu 


in addition to the new unit. 


The new plant is 100 feet wide and 110 feet deep, 
and both land and building are entirely owned by the 
company, making, with the equipment, an investment 
than $50,000. The 


people, and is additional evidence of the excellent prog 


of more new unit employs 20 


ress made by this company durine the last few years. 


Dunning Now Sales Manager 
Harry E. Dunning, who fo 

Western manager 

mercial Alcohol Corp., New 


few years has 


American 


the last 


been sales of the Com 
York, with headquarters 
in Chicago, has been appointed general sales nanager 
Mr. Dunning succeeds the 


late A. L. 


death occurred in June of 


Opper, whose 


this year. 
He 


with the distilling business 


has been associated 


for nearly ten years, be 
ginning his career in 1924 
as a Chicago salesman for 
the Distilling 
Co. He was made Chicago 


division 1928. 


American 


manager in 





During his connection 

with the company, Mr. 

Dunning has made a host 

Harry E. DUNNING of friends in the coilet 
preparations, paint and 

chemical industries, who will be pleased to hear of his 
well deserved promotion. He will continue to make 


his headquarters in Chicago, and maintain his contacts 
with his many friends in that territory. 


Remington Medal Awarded to Dr. Kelly 
Dr. Kelly, 


Pharmaceutical Association, 


the American 
presented with the 
Remington Medal, awarded annually by the New York 
branch of the association for distinguished work in the 
held of pharmacy, at a meeting at the College of Phat 
of Columbia October 11. Dr. Kelly 
has participated in the work of the National Drug Trade 
the Maryland State Board of Health 
other organizations. He is a member cf the board of 
S. Pharmacopoeia. 


Evander F. secretary of 


Was 


macy University 


Conterence, ind 


trustees of the | 


Would Represent Firms in India 
We 


Lahore, India, which is desirous of making connections 


have received a letter from a house located in 


with manufacturers of perfumes, soaps, and tooth pastes, 


to represent them in India. 


We should be glad to put 


ny interested parties in tou h with thi company 
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Xavier and André Givaudan Here 


Xavier Givaudan, one of the principals of L. Givaudan 
& Co., Geneva, Switzerland, and his son André, who 
is also associated in the management of that important 
house, arrived on the Ile de France October 10 for a 
stay of two weeks in the United States. They are mak- 
ing their headquarters with Givaudan-Delawanna, Inc., 





XAVIER GIVAUDAN (RIGHT) AND His Son, ANDRI 


New York, the American afhliate of their company, 
and discussing with Dr. Eric C. Kunz, executive vice- 
president of Givaudan-Delawanna, Inc., and Dr. M. 
Szamatolski, chief chemist, plans for adding materially 
to the line now manufactured at the Delawanna plant. 

The rapid advance in the exchange value of foreign 
currency, as well as the advisability of making as com- 
plete a line of aromatic chemicals as possible in the 
United States, was the principal purpose of their trip. 
They will also check over and inspect the processes of 
manufacture used in the Delawanna plant with a view 
to aligning them as nearly as possible with the methods 
employed in Geneva. 

Both expressed themselves as optimistic over the pros- 
pects for steady recovery to normal conditions in the 
United States and further expansion of the consumption 
of aromatic chemicals and perfume materials. 


Rapin Back from Europe 


Louis Rapin, president and treasurer of Antoine 
Chiris Co., New York, returned on the Lafayette Octo- 
ber 5 from a Summer spent in Europe. Mr. Rapin com- 
bined his visit to the headquarters of Antoine Chiris 
Co. in Paris and the plant in Grasse, with a vacation 
trip to Northern France and also to Italy. He reports 
that while conditions in Grasse are by no means com- 
pletely favorable, he believes that there is a definite 
improvement, largely due to the advanced prices of 
jasmin and the short crop of lavender which has stimu- 
lated inquiry and purchasing. 


Bond Opens Chicago Offices 


Bond Manufacturing Corp., Wilmington, Del., has 
advised us that it has opened an office in Chicago at 120 
South LaSalle street. George A. Knight, who has been 
with the company for some time, is in charge of this 
office, and will contact the trade in and about the Chi- 


cago territory. His telephone number is FRAnklin 
5853. 


414 October, 1933 


W. K. Shefheld Delegate to A.B.A. Meeting 


W. K. Sheffield, vice-president of the New England 
Collapsible Tube Co., manufacturer of ‘“Shefheld Tubes,” 
attended the recent American Bankers Association con- 
vention in Chicago as a director of the Union Bank & 
Trust Co., of New London, Conn. The convention was 
held in the Stevens hotel where Mr. Shefheld was staying 
on a Western trip during which he visited the Chicago 
plant of the New England Collapsible Tube Co. It is 
an interesting fact that the Union Bank was founded 
in 1789 in the days when New London was a prosperous 
whaling center. It was the first bank in the state of 
Connecticut, and is the fifth oldest in the United States 


Western Stores Introduce Soap 


The Red and White chain grocery stores of Washing 
ton and Oregon introduced to their customers this Au- 
tumn the new “Red and White” soaps, distinctively 
packaged for distribution through the large chain of 
retail outlets. They comprise the ‘Senorita’, a palm 
and olive oil soap; ‘Lady Godiva’”’, a white scented toilet 
soap; “Thrill”, a new “health soap”; and “Washo”, a 
fine granulated soap in a two and one-half pound pack- 
age. An advertising and sales promotion campaign serves 
to further the sales of these new products. 


Morel Visitor in U. S. 


Francois Morel, of Lautier Fils, Grasse, France, ar- 
rived late in September for a visit of several weeks to 
the American afhliate of his company, Lautier Fils, Inc., 


New York. With C. H. Bourguet, the manager of this 


branch, he has visited the trade both in the metropolitan 
territory and in the Middle West. 
Mr. Morel states that undoubtedly the world is mak- 


ing slow but steady progress toward recovery. 1933 





C. H. BourGurttT AND FRANcOoIS More! 


thus far has shown considerable improvement over 1932, 
and it is his opinion that 1934 will show a similar in- 
crease in general business activity over the current year. 
Mr. Morel believes that the toilet preparations industry 
throughout the world, and of course the raw materials 
industry, will share in this slow but steady progress 
He reports that evidence 
of this improvement is already noticeable in the steady 
advances in prices of all natural floral products. 


back to normal conditions. 
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Gillette Writes on Advertising 


Leslie S. Gillette, advertising manager of the U. S. 
Industrial Alcohol Co., New York, was the author of 
one of the featured articles in a recent issue of Printers’ 
Ink Weekly. Mr. Gillette wrote very interestingly of 
the current U. S. I. advertising campaign, and told how 
his department devised the two-page advertising insert 
“Solvent News” which appears regularly in this pub- 
lication. The basic principle of U. S. I. advertising, 
Mr. Gillette maintains, is “to tell the customer not the 
things we are interested in, but the things he is inter- 
ested in; the things that will help him become con- 
stantly a better customer of ours.” 


Hyatt Wins Motorboat Trophies 


Paul W. Hyatt, assistant treasurer of the Brass Goods 
Mfg. Co., Brooklyn, N. Y., an enthusiastic outboard 
motorboat racer, won the highly prized Sir Thomas 
Lipton trophy in a regatta in Philadelphia September 23. 
Mr. Hyatt took two of the three heats in the trophy 
competition. After finishing fourth in the opening heat, 
he drove his Miss Shuffle across the line in 5 minutes, 
§§.2 seconds, for an average speed of 50.667 miles per 
hour, thus creating a new world’s record for this type 
of craft in competition. He also took the third heat, 
thereby wining the cup. The winning of this event 
included also the Freitag Memorial trophy given by 
John Shibe, owner of Shibe Baseball Park. 

After the Philadelphia regatta and one in Washington 
the following week, Mr. Hyatt went to Chicago to take 
part in the National Outboard Championships which 
were held on the “Century of Progress” lagoon October 
8. Here he won both heats of the Class F race for 
amateurs, thereby taking the title. His average speed 
for the two heats was 49.25 miles per hour. 

The following day at Cedar Lake, Ind., in time trials 


FLOWERS 


Sate) 





Paut W. Hyatrr in tHE “Miss SHUFFLE” 


he made another amateur world’s record of 58.80 m. p. 
h., doing one lap at 60.3 m. p. h. 

Mr. Hyatt is associated with his father, Frank S. 
Hyatt, in the management of the Brass Goods Mfg. Co., 
and is one of the popular younger members of the 
supply trade. He has been a regular attendant at the 
annual conventions of the Associated Manufacturers of 
Toilet Articles, in the proceedings of which he has al- 
ways taken great interest. 
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de Laire on American Visit 


Francois de Laire of Fabriques de Laire, Paris, is 
returning to France on the Paris, sailing October 20, 
after a visit of several weeks in this country, working 
with their American agents, Dodge & Olcott Co., and 
calling on the perfumery trade in the East and Middle 
West territories. 

He is the third genera- 
tion of his family in the 
b usiness, Ww hich was 
founded in 1876 by 
Georges de Laire for the 
manufacture of vanillin, 
the firm becoming 
the pioneer manufac- 
turers of synthetic aro- 
matic chemicals. The firm 
secured the first patents 
and became the first manu- 
facturer of ionone, arti- 
ficial musk, phenyl ethyl 





alcohol and various other 


FRANCOIS DE LAIR} 


well known products. Dur- 
ing the past two years the de Laire firm has introduced 
a number of new perfume specialties which have en- 
joyed a splendid success in Europe and America. 

Mr. de Laire is very well satisfied with the results 
of his trip and his impression of business conditions 
here is encouraging. 


Bowdlear Company Starts Campaign 
The W. H. Bowdlear Co., Syracuse, N. Y., refiner 


of beeswax, has begun an advertising campaign in the 
cosmetic and toilet preparations field. The company 
has been prominent in this line of business for many 
A. Barber, 
The first of a 
series Of announcements to the trade appears in this 


years. It is represented in New York by L. 
43 South Portland avenue, Brooklyn. 


issue. 


Congratulating Mr. & Mrs. Voorhees 


We are pleased to congratulate Mr. and Mrs. Kenneth 
G. Voorhees on the birth of a daughter, Adele, at Mont- 
clair, N. J., on October 16. Mr. Voorhees is vice-presi- 
dent of Ungerer & Co., New York, and Mrs. Voorhees 
is the daughter of F. H. Ungerer, president of that com- 
pany. 


Roberts Officer of U. S. Rubber 


Elmer Roberts, president of the Naugatuck Chemical 
Co., has been elected a vice-president of the United 
States Rubber Co. Mr. Roberts has been connected with 
the Naugatuck company for some time, ind is well 
known in the aromatic chemical field. 


Lauffer Now With Luft 


Dr. Paul G. I. Lauffer, who for the last three years 
has been associated with Pinaud, Inc., and prior to that 
was connected with the aromatic chemical research de- 
partment of Columbia University, has joined the George 
W. Luft Co., Long Island City, makers of ‘“Tangee,” as 


chief chemist. 


October, 1933 415 
































































N. C. Pharmaceutical Group Elects 

Officers of the North Carolina Pharmaceutical Asso 
1934-35 
association’s board of tellers in Raleigh recently. They 
are: President, E. F. Charlotte; 
president, F. F. Lyon, Oxford; second vice-president, 
Sam Carter, Salisbury; third vice-president, I 


ciation for were named at a meeting of the 


Rimmer, first vice 
. C. Ames, 
Gastonia; secretary-treasurer, J. G. Beard, Chapel Hill 
(re-elected) ; and member of executive committee, three 
year term, J. S. Hood, Kingston. 
be installed at the 55th meeting of the organization in 


Wrightsville Beach, N. C., in June, 1934. 


The new officers will 


Lever Employees Celebrate Founder’s Day 


Employees of Lever Brothers, Ltd., in London, at 
Port Sunlight, and in various parts of the world where 
companies bearing the name of “Lever” are established, 
celebrated Founder’s Day on September 16 in commem 
oration of the first Viscount Leverhulme. Members of 
the staff engaged at Unilever House, London headquar 
ters of the firm, assembled on the company’s huge sports 
Eltham. The 


letic events, singing and dancing, and a display of fire 


ground at New program included ath 


works, and selections of music by the famous band of 
the Grenadier Guards. 

Viscount and Viscountess Leverhulme attend the fes 
tival at Port Sunlight, where, in addition to sports and 
fireworks, there was a display of the Boys’ Brigade, Boy 
Scouts, and other organizations f youth associated with 
the great soap works at Port Sunlight. 


Wagner in Larger Quarters 
Paul M. Wagner, 


Givaudan-Delawanna, Inc., John Powell & Co., Inc., 
New 


larger quarters at 715 Praetorian building, Dallas, Te» 


Southwestern representative for 
and 
Interstate Color Co., Inc., York, has moved to 
Not only is more satisfactory ofhce space available, but 
considerably increased stoc ks will be carried at the new 


address. 


Ebert Back from Vacation 


Samuel H. Ebert, of Interstate Color Co., New York, 
with Mrs. Ebert and their son Kenneth, has returned 
from a vacation spent in Mystic Lake, Conn. 


Issue Oversubscribed 


Niger 


The issue of £2,747,648 of 4 per 
guaranteed debenture stock by the Niger (¢ o. 1n London 


cent consolidated 


recently was greatly OV rsubscribed, the lists having 


been closed five minutes after pening. 

The early closing ot the lists is a further indication 
that investors are prepared to resist the attractions of 
speculative markets for the sake of a low but exception 


ally 


was offered at 102, is unconditionally guaranteed as to 


well-secured investment yield. The stock, which 


principal and interest by Lever Bros. 


Rosman with Pennsylvania Refining 


The Pennsylvania Refining Co., Butler, Pa., has ad 
vised us that it has secured the services of Jack Rosman 


in the capacity of cosmetic chemist. 
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Coty Educational Film Shown 


the art of 
make-up Eve ve Verka, Coty’s beautician and lecture: 
recently gave a series of talks at one of the metropolitan 
department stores on how to achieve charm, health and 
beauty. 


In order to educate women in 


prope! 


The lectures were followed by a film showing 
the process for manufacturing perfume and powder, an 
industry which keeps thousands of people employed 
throughout the world. The film also showed a woman 
who demonstrated the proper treatment for cleansing 
nourish the skin, and 
what to do for eyes strained through the day prior to 


the face, how to tone up and 
retiring; and then the morning procedure was explained 

Miss ve Verka, on six live models representing the 
various types of women, demonstrated the proper make 
up for each type, and pointed out which colors wer 
most becoming to each. Her lectures were very inter 
esting and instructive, and were well attended. 

The new Christmas creations of Coty, Inc., were 
shown to representatives of the press at a delightful 
party given by P. K. Frowert & Co., advertising agents, 
at The Marguery, New York, September 25. The new 
gold-toned metal compacts which Coty is introducing 
in time for holiday business occupied the spotlight and 
drew favorably comment from the large gathering. At 
Miss Sally Cramer, 
of the Frowert company, did a splendid job in the rok 
of “hostess-demonstrator.”’ 


tractive gift sets also were shown. 


Jean Despres, sales manager, returned recently from 
Chicago where he attended the convention of Affiliated 
and Associated Chain Drug Stores. Mr. Despres declared 
himself enthusiastically gratified over business condi 
tions in general as discussed at the convention, and in 
particular over the success of the new Coty beauty line. 


McKesson & Robbins Expands in New York 


McKesson & Robbins, Inc., has leased the entire 
twenty-fourth floor in 155 East 44th street, New York 
City, where buying, selling and merchandising offices 
will be established. The company will maintain its 
present plant at 79 Cliff street, but it will be used prin 
cipally as a warehouse. The move to the new quarters 
will take place about November 1. 


British Beauty Boom Starts 


With the slight improvement in trade there are signs 


of a beauty boom sweeping Britain. Women are feeling 


slightly richer than they have felt for months past, and 


te ”» 1 
ire more beauty CONSCIOUS than they have been to! 


vears. Confidence breeds confidence, and money 


is clr 


cul iting 
One London 


over the country, says that she has had 1 steady merease 


cosmetist, whosc prepal ivions sell il] 


+ 


in business since June ind that it shows 


every sign oO 


continuing. 


“our clients were limited 
wealthy, but 


“For some years,” she said, 


to the very lovely and the very now ill 


classes of in. their 


women are again taking an 
Whether they actually have more money 


now than they did I do not know, but certainly women 


interest 
ippearance. 


re feeling richer, and it is that spirit which is so good 
for trade. 
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Desmond on New York Visit 


Robert Emmet Desmond, representative of George 
Lueders & Co. on the Pacific coast, with headquarters in 
San Francisco, visited the New York offices early in Oc 
tober. His visit was inspired by the fact that it marked 


the twentieth with the 


his connection 


anniversary of 
Lueders organization. 
Prior to his connection 


with the essential oil 
trade, which began in 
1913, Mr. Desmond was 


an executive and purchas- 
ing agent for a prominent 
toilet goods manufacturer 


in the Middle West. In 
this capacity he became fa- 
miliar with the purchasing 
of essential oils and per 
fume 
buyer’s end, an experience 
which has served him well 


materials from the 





in his subsequent career Of R opeRt 
sales activity. 
Mr. the best 


popular men in the essential oil trade in the Pacific 


DESMOND 


EMMETT 


Desmond is one of known and most 


coast territory. His engaging personality and ability, 
together with the support given by his house in the way 
of stocks available on the coast, have built up a splendid 
business for the Lueders organization in that important 
territory. 


Bakelite Exhibit at World’s Fair 


One of the features at the “Century of Progress’ 


Exposition in Chicago is the exhibit of the Bakelite 


series of 


Corp., Bound Brook, N. 


These models show the manufacturing 


J., consisting of a 
working models. 
cperations for the production of “Bakelite” from the 
The exhibit 


also includes a digester unit, in which the resinoid is 


basic resin to the finished molded piece. 
made, and an automatic blender in which the resinoid 
is combined with fillers, together with a set of steel 
rolls on which the material is sheeted and a complet< 
molding unit consisting of a small press and an auto 
matic loading and ejecting device. The units are auto 
matic lly operated, permitting the observer to view the 


complete process in a short time. 


Belmay to Represent Hortus 


Belmay, Inc., New York, has been appointed exclu 


sive sales represent itive in the United States and ¢ anada 
for Hortus, co operative manufacturers of floral prod 
ucts. This company has offices in Paris and a factory in 


the flower fields at Pegomas near Grasse, and was o1 


ganized as a co-operative syndicate of tlower growers 


! 
manutacturing the products of their wn fields into raw 


materials for the perfume industry. Belmay, Inc., will 


have stocks of Hortus products ivailable in New York, 


ncluding jasmin, rose, tuberose, Cassie, ind others 


Princess Pat Joins A. N. A. 


Princess Pat, Ltd., Chicago, manufacturer of toilet 


preparations, has been elected te membership in the 


Association of National Advertisers, Inc. 
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Continental Can Increases Dividend 


Can Co., 


creased the annual dividend rate on the common shares 


Directors ot Continental Inc., have in 


> 


from $2 to $2.50 by declaring a quarterly dividend of 
62'5 cents per share on the common stock, payable 
November 15 to stockholders of record October 25. 
This declaration reinstates the dividend on the same 
basis as was in eftect prior to July, 1932, when the rate 
Was reduc ed. 
the board, O. ¢ 
Huffman, president of the company, stated: “In 


In commenting on the action by 
July, 
1932, when the directors reduced the annual dividend 
rate to $2 per share, it was pointed out that they felt 
the best interests of the stockholders would be served 
by preserving the existing strong financial position until 
such time as general business conditions might m 
prove. 

“Since the beginning of April of this year both ou 
volume and profits have shown a steady up-trend com 
pared with last year. 


For the nine months to Septem 
ber 30, 


1933, our sales in dollars, were more than 10 
per cent greater than those in the same period last year 
ind earnings report to be issued shortly covering the 12 
months to September 30, 1933, will show further im 
provement over the share earnings of $3.13 reported 
1933. 


Encouraging reports are now coming in of improved 


for the 12 months period ending June 30, 


conditions from many of our customers, particularly 
canners, as a result of better prices for their products. 
The action by the directors, I believe, not only reflects 


the IMproyv ement in our indicates 


generally.” 


business, but also 


vreater confidence with 


respect to business 
Last a New York Visitor 
re. Pe 


Laist, manager of the San Francisco ofhce of 


New York, 


Ungerer & Co., 


ind Mrs. Laist spent about 
New York 
City recently in the course 
of a trip to the East. Mr. 
Laist 


ten days in 


spent most of his 


time in with 


conference 
Fr. H. Ungerer, president, 
ind other ofhcials at the 
principal  ofhice 


discussing plans for exten 


Ungeret 
sion of the business on th 


Pacific coast He has been 


issociated with the com 
pany tor 1 rly 1!2 vears, 
ind is « ot th most 
popula: men in the raw 

HW OR Lam materials and supply trad 
on the Pacific coast 


Mr. and Mrs. Laist are making the return trip by wa 


er" hic wo, W here they will spend several days visiting 


th Century of Progress’? Exposition 


and Mrs. Haebler 


We are pleased to extend congratulations to Dr. and 
Mrs. William T. Haebler on the birth of 
child, a daughter. Little Miss Haebler 
New Rochelle, N. Y., Hospital, October 8. 


is treasurer of van Ameringen-Haebler, Inc., 


Congratulating Dr. 


their third 
irrived at th 
Dr. Haeble: 
New York. 
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Death of Humphrey Read 


Humphrey Read, founder of Humphrey Read Afhni- 
ties, manufacturers of perfumes, died in Philadelphia 
September 4 at the age of 65. Mr. Read was born in 
Woburn (Boston), Mass., and was descended directly 
from Captain Myles Standish of the Mayflower. In his 
youth he was associated 
with his father, Dr. 
Charles W. Read, Boston 
perfumer, and this connec- 
tion inspired his later work 
on perfumes. 

A large part of Mr. 
Read’s life was devoted to 
the profession of writing 
and lecturing. His news- 
paper, magazine and _ pub- 
licity experience was with 
the Boston Herald, the 
Philadelphia Inquirer, Cur 
rent’ Opinion and_ others. 


In 1895 he became a book THe Lavi 
HuMPHREY READ 





and magazine publisher, 
connected with Peale & Hill, New York publishers of 
“Library of the World’s Best Literature’, etc., and J. B. 
Millett & Co., Boston and Philadelphia publishers of 
“Japan”, etc. He was author of several books including 
“The Birth of Equality”, ‘The National Cleanup”, 
“Home Foods and Drugs” (with Dr. Wiley, Washing- 
ton), “Heroes of the American Navy”, ‘The Water 
ways of Florida”, ‘The Isle of Pines”, “Havana and 
Pinar del Rio”, “Five Colorful Queens”, “The Five 
Senses”, etc. He was founder of Pacific Geographic 
Society, located at Los Angeles. 

In his recent lecture work Mr. Read was particularly 
interested in the psychological aspect of olfaction. In 
1929-30, together with Dr. Karl T. Waugh, president 
of Dickinson College, Carlisle, Pa., he conducted tests 
with the psychogalvanoscope and olfactometer, using 
many perfumes as a medium to determine the emotional 
reactions of varied types of people. These were pub 
lished by the scientific journals and leading newspapers 
of the world. He established Humphrey Read Affinities 
in 1928, and this enterprise will be conducted by his 
widow. 

Mr. Read leaves his widow and four sons, Nelson H., 
Myles W., Thomas C., and Winter Standish Read. He 
was an Episcopalian; Mason, order of Scottish Rite and 
Shrine; and member of the Society of Mayflower Descen 
dants. Interment was in Stillman Valley, III. 


Death of Daniel F. Jones 


Daniel F. 
Stearns & Co., Detroit, died September 21 following an 


Jones, purchasing agent for Frederick 


operation for appendicitis. Mr. Jones was 56 years old. 
He was born in Glencoe, Ont., and moved to Detroit 
at the age of 18, where he secured employment with 
Parke-Davis Co. After several years with that house he 
joined Frederick Stearns & Co., and was soon made pur- 
chasing agent, in which position he made a host of 
friends, especially among salesmen of raw materials, to 
whom he always displayed a friendly and sympathetic 
attitude. 

Mr. Jones was a member of the Ancient Order of 
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Foresters and the Purchasing Agents Association, as well 
as the recently organized Michigan Cosmetic & Extract 
Association. This last organization postponed the final 
golf meeting of the season on account of his death, and 
virtually all of the members attended the funeral which 
was held at his late home September 23, with interment 
at the German Lutheran Cemetery. 


He leaves a widow, two sisters, Mrs. Anna See and 
Mrs. J. E. Mayhew, and two brothers, Nathaniel H. 
and John A. Jones. 


Death of Louis Belcher 


Louis Belcher, who represented W. J. Bush & Co., 
Inc., New York, for many years, died in Baltimore Oc- 
tober 6. Mr. Belcher represented the house in New 
England for many years and was highly esteemed by 
his many friends, both there and in Baltimore, where for 
the last eleven years he acted as local representative. 


Mrs. Richard O. Deupree Dead 


Mrs. Betty Redwood Deupree died October 16 at the 
home of her son, Russell O. Deupree, in Cincinnati. She 
was 61 years old, the widow of Richard O. Deupree. She 
leaves three sons, R. R. Deupree, president of the Procter 
& Gamble Co., Russell O., credit manager of the same 
company, and William J. Deupree, an attorney; and 
three daughters, Mrs. A. §. Warman, Mrs. Carl Crumb, 


and Mrs. Warner Wilson. 


Death of Wallace E. McCaw 


Wallace E. McCaw, former vice-president of Colgate- 
Palmolive-Peet Co., died suddenly at Lake George, N. Y., 
October 4. 
ing out in his motorboat from the private dock of his 
Summer home. Hazelhurst, on Diamond Point. 

Mr. McCaw began his 
business career as proprie- 
tor of the McCaw Manu- 
facturing Co., Macon, Ga., 


He was stricken with apoplexy while start- 


doing business in soap and 
cottonseed oil. In 1908 
this business was sold to 
the Procter & Gamble Co., 
and he joined that organi- 
zation. His splendid abil- 
ity soon advanced him 
with this company, and in 
1916 he was made vice- 
president and chairman of 
the administrative board, 
holding that position for 
twelve years. In 1927 he 
became purchasing agent for Colgate & Co., and the 





THE Lat! 


WaLtace E. McCaw 


following year was made a director, vice-president and 
general manager. He retired shortly after the consoli- 
dation of Colgate & Co. with the Palmolive-Peet Co. 
which formed the present corporation. 

Funeral services were held in New York and inter- 
ment in Rosehill Cemetery, Macon, Ga. Mr. McCaw 
leaves his widow; two sons, Wallace E. Jr. and R. H. 
Plant McCaw; three daughters, Mrs. Robert Paul Smith, 
Mrs. J. O. Milton French, and Mrs. William E. McEl- 


downey; and a brother, James H. McCaw. 
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Death of Harry A. Stebbins 


Harry A. Stebbins, assistant manager of Merck & 
Co.’s New York office, died suddenly in Chicago, Octo- 
ber 14 during a visit to the Century of Progress Expo- 
sition. Mrs. Stebbins, who had accompanied him to 
Chicago, had returned home and he was expected to re- 
turn October 16. Mr. Stebbins was 57 years of age. 
Entering the employ of the old firm of Powers-Weight- 
man-Rosengarten as a boy he remained with the same 
house until his death. He steadily worked himself up 
with the house until at the time of its merger with 
Merck & Co., he was manager of the New York branch. 
He continued with Merck & Co., as assistant New York 
manager. 

Possessed of a charming personality and engaging 
presence, Mr. Stebbins made a host of friends in the 
drug trade throughout the country and especially in 
New York where he was known to everyone as “Harry.” 
He leaves his widow, Mrs. Minnie A. Stebbins. Fu- 
neral services were held from his home in Brooklyn, 
October 17 and were attended by a large delegation 
of his colleagues and friends in the industry. Interment 
was at Greenwood Cemetery. 


Death of Robert B. R. Whittlesey 


Robert B. R. Whittlesey, president of the McKesson 
Whittlesey Co., wholesale druggist, Hamden, Conn., 
died September 27 after an illness of several months. 
Mr. Whittlesey, who would have been thirty-eight years 
old on October 11, had been a member of the firm of 
Charles W. Whittlesey Wholesale Drug Co., of Ham- 
den, when it was merged with McKesson & Robbins, Inc., 
and then became president of the subsidiary. He leaves 
his widow, Mrs. Dorothy Magie Whittlesey, and an in- 
fant daughter, Jane. 


Death of Mrs. John H. Goss 


Mrs. Ella Young Goss, wife of John H. Goss, vice 
president and general superintendent of the Scovill 
Manufacturing Co. of Waterbury, Conn., died at their 
Summer home, the Anchorage, Pine Orchard, Conn., 
October 15. She was born in Waterbury and was mar 
ried to Mr. Goss in 1902. 
leaves three children, Mrs. Henry Wild, John Brock 
way Goss and Milton Warner Goss, all of Waterbury 


Besides her husband, she 


Britain’s Beauty Bill Higher Than America’s 


The annual beauty bill of British women, according 


to a new compilation, is £65,000,000 ($325,000,000), 
as against $560,000,000 spent by American women fot 
the same purpose. It is further revealed that the per 
capita soap consumption in the United Kingdom is 
191% lbs., as compared with 25!'% Ibs. in the United 
States. 

These figures prove that British women spend sub 
stantially more on beauty products than do Americans, 
their consumption being five-ninths that of the latter 
for a population only three-eighths as large. Moreover, 
the proportion of women to men in the United Kingdom 


is said to be larger than in the United States. 
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Earl G. Dale Dies 


Earl G. Dale, for 16 years with the manufacturing 
department of the United Drug Co., Boston, died Oc- 
tober 7 at his home in Quincy, Mass., following a 
short illness. He was born in Boston 41 years ago, 
went to sea in his youth and served in the Navy. His 
wife and daughter survive. The funeral was held Oc- 
tober 9 in St. John’s church, and burial was in Mount 
Wollaston cemetery. 


Death of Jean Guichard 


Jean Guichard, a director of Etablissements Roure 
Bertrand Fils & Justin Dupont, Paris and Grasse, died 
September 25 at the age of 34. Mr. Guichard was born 
in 1899, a son of Joseph Guichard and a grandson of 

Jeanin Ricord, who in 
turn had been managers of 
the house of Roure Ber- 






trand Fils since 1880. From 

his boyhood he had been 

3s in contact with the plant 

" in Grasse beginning his ac- 

tive connection with the 
house in 1914. 

In 1926, Mr. Guichard 
was made a director of the 
company. He specialized in 
the management of the 
plant and his authority and 
straightforwardness won 
him the respect and esteem 
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JEAN GUICHARD 


of the employees to whose 
interests he devoted his 
time and energy. The entire Grasse industry will keenly 
feel the loss of one of its youngest and most active 
members. Mr. Guichard leaves three children, a son, 


eleven, and two daughters, nine and four years of age. 


Death of Walter F. Leonard 


Walter F. 
Corp., Chicago, died September 14 at the age of 38. 


Leonard, vice-president ot Food Materials 


Mr. Leonard had been connected with the food and con 
fectionery business for many years, having been a candy 
salesman before joining Food Materials Corp. Prior to 
his election as vice-president, he was for several years 
salesman of flavoring extracts for the company, cover- 
ing the Middle Western candy manufacturers. He was 
a member of the Western Confectionery Salesmen’s As- 
He leaves a widow and four children who 
reside in Chicago. 


sociation. 


Death of Adolph E. H. Neynaber 


Adolph E. H. Neynaber, manufacturing pharmacist, 
died in Detroit on October 1, after a short illness. He 
was seventy-three years of age. Coming to Detroit in 
1882, he joined the pharmaceutical staff of Frederick 
Stearns & Co., and went to San Francisco four years 
later to open the company’s branch there, returning to 
Windsor, Ont., across the Detroit river from the main 
plant, to open the branch there. He was later with the 
Nelson, Baker Co. He leaves one son, Roland 
A. Neynaber, and one daughter, Mrs. Lorne C. Neynaber. 
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Chicago Trade Notes 
Matsch a Chicago Visitor 


E. O. Matsch, secretary of the Iowa Soap Co., Burl- 
ington, Ia., accompanied by Mrs. Matsch, spent sev 
eral days in Chicago last month, visiting friends, and 


also enjoying some time at the “Century of Progress.” 


Midwest Ofhcial on Eastern Trip 


W. T. Love who is connected with the Midwest 
Chemical Co., St. Paul, Minn., made Chicago his head 
quarters for a few days last month while en route to 


New York. 


Owens-Illinois at Dealers Convention 


Owens-Illinois Glass Co., Toledo, Ohio, had an un 
usually attractive display at the recent annual conven 
tion of the International Beauty and Barber Supply 


Dealers’ Association at Chicago. This display featured 





the company’s new applied color silhouette containers. 
The foreground of the booth carried out this idea strik 
ingly by the use of interior lighting, as 1s show nin th. 
accompanying photograph. 

The regulat quarterly dividend of 50 cents a share 
on the common stock and an extra dividend of 25 cents 
1 share, payable November 15 to sto kholders of record 
October 30, have been voted by the directors of the 
Owens-Illinois Glass Co. It earnings keep pace with 
the last quarter, it is probable that this extra dividend 


will be continued, officials said. 


Former Lueders Manager in Chicago 

Mr. and Mrs. Max Berger, of Los Angeles, Calif., 
spent several very pleasant weeks last month Visiting 
old friends in Chicago. Mr. Berger was connected with 
the Chicago branch of George Lueders & Co., for a 
number of years. Since his retirement from business in 
1924, he has been enjoying the climate of California. 


Dr. Luthig at A.C.S. Meeting 


Dr. Max Luthig, of Givaudan-Delawanna, Inc., New 
York, attended the convention of the American Chem 
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ical Society, last month, and while there had the oppor 
tunity of attending the “Century of Progress.” 


Bialecki’s Son in Dental Practice 


Dr. Edward P. Bialecki, son of Adam Bialecki, of 
\rmour Soap Works, has recently opened a dental office 


at 1159 W. Garfield boulevard, Chicago. Dr. Bialecki was 


graduated from the Chicago Dental College of Loyola 
University in June, 1932. Congratulations are in orde: 
for Adam Bialecki who is the proud grandfather of a 
beuncing baby boy, born to his daughter, Mrs. Joseph 
Malopy, on October 5. Both mother and son are doing 


nicely . 





Cosmetics Widely Advertised in Brazil 


Advertising is a factor which is absolutely essentia! 
to the successful introduction of a line of cosmetics in 
Brazil. All the well-known domestic preparations, as 
well as a few of the leading imported cosmetics, arc 
widely advertised, and the acceptance which each has 
attained can be attributed largely to the willingness of 
the manufacturers to expend sizable sums of money fo 


Consular Re port. 


advertising purposes.—U. S. 





Circulars, Price Lists, Etc. 


Belmay, Inc., New York.—Circular on “Rose Rouge 
Oil.”—"This rose is exquisite enough to make a moder 
ate price rose perfume w ithout any changes yr additions 
If you are not in the market at the moment to use this 
rose, either alone for a cream, powder, perfume, etc.. 
or in combination with other oils you are using, put 
the blotter away for 3, 6, or 12 months and then com 
pare it for lasting power and fragrance with any oth 
odor you have ever tried. We invite comparison with any 
rese you are using even if you are paying $30 or more 


er pound for it.”’ A blotting paper sample is attached 


General Electric Co., Plastics Department, West 
Lynn, Mass.—Price List of Plastic Products.—This is 
an elaborate and handsome list of 36 pages, giving prices 
on the various plastic products manufactured by General 
Electric Co. It includes gears, tubing, and the usual 
electric supplies, and in addition, there has been added 
1 line of lipstick containers and cosmetic jars which, 
the company states, may be had in a wide selection of 


colors, including pastel shades. 


Rossville Commercial Alcohol Corp., Lawrence- 
burg, Ind. —Rossville Alcohol Talks, September, 1933 
-This is part II of the story of petroleum, which dis 
cusses the location of the oil and the extraction of this 


product, is WwW ell as storage and transportation problems. 


F. W. Fitch Co., Des Moines, Ia.—Circular. 
This interesting folder outlines 1 number of the recent 


deals offered by this company. 


Ferdinand Gutmann & Co., Brooklyn, N. Y.— 
Use of ‘Filma-Seal’ with 'C. T. Screw Caps.”?—'The 
illustration appearing in all of our advertising shows 
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packaged chloroform by Squibb, Pfizer and Mallinckrodt 
with ‘Filma-Seal’ and ‘C. T.’ the double 
seal of cap and film, supplied by our organization. 


screw caps, 
Chloroform and all volatile products must be sealed 
in a manner to prevent evaporation and leakage. The 
‘Filma-Seal’ is unique in that performance and experi 
ence of many nationally known users prove it to be 
the tightest seal of its kind ever developed.” 


Fritzsche Brothers, Inc., New York. — W/holesal: 
Price List, October, 1933.—This is the regular monthly 


price list of the company’s essential oils, aromatic chemi 
cals, specialties, flavors, etc. An attractive circula: 
1S enclosed calling attention to the new closures on the 
company’s bottles. This closure is easily and simply re 
moved, and is said to guarantee and protect the con 
tents from laboratory to user. Three illustrations are 
given, showing the bottle when sealed, how the cap is 


removed, and how the bottle looks tightly corked with 
out the seal. 


Bakelite Corp., New York City. — Photograph of 


Sally ( ‘lou er” 


line—The company has sent us this 


very interesting photograph which shows the line of 
toilet preparations being distributed under the label of 





the Clover Farm Stores Corp., a Mid-Western grocery 
chain. The bottle caps and tube caps are manufactured 
of “Bakelite.”’ 


A. C. Drury & Co., Inc., Chicago.—List of Prod 
ucts.—The company has sent out to its Customers and 
friends a very attractive circular listing only those 
products which the company imports direct, or is first 
hands as principal’s representative. These items include 
chemicals, gums, crude drugs, oils, powdered soap, etc. 
Due to events in recent international affairs, the com 
pany points out that it is unable to give firm prices, but 
offers to quote prices for any quantity upon request. 

The back cover of this list carries an announcement 
of P. Robertet & Cie., Grasse, for whom the company 
is American representative, and an announcement is also 
made that a special list dealing with essential oils, syn 
thetics and specialties for the perfume and cosmetic in 
dustry is in course of preparation. 
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Hazel-Atlas Glass Co., Wheeling, W. Va.-—P/o- 
tographs of new “Laco” Olive Oil and Primrose House 
Packages.—The company has sent us the accompanying 
handsome photographs showing the new bottle design 





adopted by Lockwood Bracket Co. for its ‘““Laco” olive 
oil and jars and bottles for the toilet preparations manu 
factured by Primrose House. These packages were de- 
Hazel-Atlas Glass Co. 


Through an error on our part in the identification ot 


signed and manufactured by 


photographs sent us last month, we reported in our Sep- 
tember issue that the closure for the new “Glazo” cuticle 


massage cream package was manufactured by another 





company. Both the cap and jar were designed and made 
by the Hazel-Atlas Glass Co., and the product has been 
placed on the market by Northam Warren Corp., manu- 


facturers of ““Glazo.”’ In the interests of complete accu- 
racy, we are pleased to make this correction. 
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Owens-Illinois Glass Co., Toledo.—"Applied Sil- 
houettes for Holiday Packages.”—“To sales managers 
who strive each year to produce smart packaging ideas 
that will win the holiday trade, the news of a new 
process developed by the Owens-Illinois Glass Co., 
Toledo, will be exceptionally welcome. Owens-Illinois 
now offers glass containers suitable for cosmetics and 
other products, with appropriate silhouette designs ap- 
plied directly on the glass and incorporated into it in 
the process of container manufacture. This permits the 
packer of products that have special appeal as holiday 
gifts to produce a highly attractive holiday package 
without any disturbances to normal packaging and 
labelling routine. 

“Special gift packages have a tremendous sales ad- 





vantage, especially during the Christmas season and they 


become an important part of almost every merchandis- 
ing plan covering products that cater to this demand. 

“The range of such products extends itself immeasur- 
ably in a year when necessities will share with luxuries 
the honors in the field of gift giving.” 





Book Reviews 


(Copies of Books Reviewed in this Column, and other 
Works Useful to our Readers may be Obtained through 
the Book Department of THe AMERICAN PERFUMER & 
EssENTIAL Ort Review, 432 Fourth Ave., New York.) 


We have received from the house of Julius Springer 
in Vienna a copy of Dr. Fred Winter’s latest book 
Riechstoffe und Parfumierungstechnik which will be 
reviewed in an early issue. 


Standards for Candy 


CONFECTIONERY STANDARDS, by Stroud Jordan. 370 
Pages and Index. Copyright, Applied Sugar Lab- 
oratories. Published, George $. Ferguson Co., Phila- 
delphia. 1933. Price $5.00 

This is the second volume of a series being produced 
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under the sponsorship of the National Confectioners’ 
Association under the general title Confectionery Studies. 
It embraces very complete information regarding the 
various legal and other standards established for the 
government of this important industry and how these 
standards may be checked by the chemist or manu- 
facturer. Two chapters are given to the establishment 
of the standards and their enforcement, including a 
brief summary of the Pure Food & Drugs Act of 1906 
and the work which has been accomplished by the Gov- 
ernment under this law. 

Twenty-four chapters then detail the standards exist- 
ing or proposed for the various special types of con- 
fectionery generally manufactured and the ingredients 
which are used in their manufacture. Under ingredients 
are treated, sugar, syrups, molasses, honey, starches, col- 
loids, cocoa and its products, milk products, oils, fats, 
waxes, nuts and nut products, fruit and fruit products, 
flavors and flavoring materials, colors and many inci- 
dental materials. Finished products are then classified 
and discussed, the groups covered being hard candy, 
fondant, fudge, caramels, nougat, marshmallow, gum 
goods, starch jellies, pectin and agar jellies, chocolates 
and chocolate coatings, panned goods and medicinal 
confections. 

The final chapters are given over to a discussion of 
labelling and branding and to familiar adulterations and 
materials for adulterating. An appendix cites existing 
regulations and food inspection decisions by title, con- 
fectionery regulations and decisions, types of adultera- 
tions encountered and a list of references. 

The book is a complete survey of standards, their 
origin, enforcement and application. It should be use- 
ful to confectioners and of service to those supplying 
materials to this industry as well. 





New Incorporations 


Ormange Distributing Co., Inc., cosmetics; 200 
shares no par value stock. Filed by William Huck, Jr., 
46 Cedar street, New York. 

Blue Ribbon Beauty Preparations, Inc., druggist, 919 
Westchester avenue, New York; $5,000. 

William A. Woodbury Corp., cosmetics, 35 East 20th 
street, New York; 200 shares no par value stock. 

The Hair & Scalp Foundation, Inc., cosmetics, hair 
tonics; 50 shares no par value stock. Filed by Martin 
H. Weisman, 105 Court street, Brooklyn. 

Prince Alexis N. Gagarin, Inc., cosmetics, 684 St. 
Marks avenue, Brooklyn; 1,000 shares no par value 
stock. 

Talia, Inc., toilet preparations, 58 East Washington 
street, Chicago; 100 shares par value stock. 

Gouldon & Meadow, Inc., cosmetics; 200 shares no 
par value stock. Filed by Benjamin H. Wolf, 16 Court 
street, Brooklyn. 

Edward Wood & Co., Inc., cosmetics, Newark, N. J.; 
$125,000. Agent: John E. Wood, Newark. 

Crown Mfg. Co., powdered hand soap and sundry 
items, 702 North Wells street, Chicago; 10 shares par 
value stock. Incorporators: M. D. Clark, W. B. Hanna 
and C. W. Miller. 

Doraldina Laboratories, Inc., toilet preparations, 230 
Fifth avenue, New York; 50 shares no par value stock. 

Grey’s Perfumery, deal in perfumes, Paterson, N. J.; 
$25,000. Agent: Abraham Weiner, Paterson. 
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ANY outstanding exhibits featured the Manu- 

facturers’ Building at the Canadian National 

Exhibition this year and prominent among these 
displays were those of perfume and cosmetic manufac- 
turers. Among the cosmetic manufacturers who dis- 
playee their products were Yardley & Co., (Canada) 
Ltd., Toronto; Richard Hudnut, Ltd., Toronto; Crystal 
Products Co., Ltd., of Canada, Montreal; and Gordon 
Gordon, Ltd., Toronto. 

In the Yardley exhibit the ever familiar charming 
hostesses again welcomed exhibition crowds to the booth. 
The theme of the booth was the Tower of London in 
the background with a charming rural English scene 
in the foreground. Among the most interesting prod- 
ucts displayed was “Fragrance,” the latest Yardley per- 
fume creation which was being sold in a special ex- 
hibition introductory package along with a small box 
of face powder in a new shade called ‘English Peach.” 
Another product featured was Yardley’s “English Com- 
plexion Cream.” 

The Richard Hudnut display was a unique ivory tower 
creation embellished with gold leaf, the centrepiece be- 
ing a modern conception of Mme. DuBarry by Egidio 
Topi, famous Italian sculptor. On either side of the 
centrepiece were 14 miniatures of famous French, Eng- 
lish, Polish and Italian beauties of the 18th century. 
At this booth, acquaintance packages of ‘DuBarry,”’ 
“Gemey,” “Three Flowers” and ‘Marvelous” were sold. 

“Outdoor Girl” products shown at the display of 
Crystal Products Co., Ltd., were a centre of attrac- 
tion for many exhibition visitors. All day long demon- 
strators explained to eager throngs the merits of “Out 
door Girl” beauty products. Among the products shown 
were “Outdoor Girl” liquefying cleansing cream, lip 
and cheek rouge, olive oil face powder, cosmetique, eye 
pencils and eye shadow. 

Gordon Gordon, Ltd., Canadian manufacturers and 
distributors of “Princess Pat’ beauty aids, had a most 
attractive exhibit which was the object of much atten- 
tion throughout the Fair. The interest of women was 
very noticeable and gave evidence that the ‘Princess Pat” 
course of instruction in color harmony make-up and 
treatment of the skin had struck a very responsive 
chord. The company’s products were attractively ar 
ranged in two specially constructed show cases, one de- 
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voted to make-up items, such as face powder, rouge and 
lipstick, and the other for treatment items, such as 
skin cleansers, astringents and muscle oil. 


Perfumers Hear Minister of Mines 


Hon. Charles McCrea, Minister of Mines in the 
Government of Ontario, was the guest speaker at the 
regular meeting of the Association of Canadian Per- 
fumers and Manufacturers of Toilet Articles in the 
Royal York Hotel, Toronto, October 2. President John 
R. Kennedy was in the chair, and the meeting was 
sponsored by the manufacturers of collapsible tubes who 
are members of the association—William Singer, of 
Collapsible Tubes & Containers Ltd., Toronto, and 
Percy Scott, of Modern Machine Co., Ltd., Ottawa. 

Among the new members introduced by the president 
in starting the meeting were Herbert L. Gain, of 
Harold F. Ritchie Co.; A. E. Mullen, of American 
Perfumers’ Laboratories, New York; and E. T. Roden, 
of Schroeder & Sons, Toronto. At the head table with 
the president, the speaker and the sponsors of the meet- 
ing were Sam Harris, Fred Fielder and two guests of 
the latter. 

Eugene Barton, as usual, looked after the piano and the 
song sheets, assisted by Jack Hill, of Parfumerie Melba 
Co. Ernie Bruce’s Clown Band provided an unusual and 
most enjoyable brand of entertainment, the sextette be- 
ing skilfully presented by Jack Deegan, of Anchor Cap 
& Closure Corp., Toronto. 

On suggestion of Mr. Harris, the Hon. Mr. McCrea 
gave his impressions of Northern Ontario. It had been 
pointed out previous 
ly by Mr. Singer that 
the distinguished 
















guest had repre- 
sented Sudbury in 
the Legislature for 
22 years and had 
been a cabinet minis- 
ter since 1924. Re- 
ferring to Ontario’s 
gold mining activi- 
ties, Mr. McCrea 


stated that in 1910 


ea 
TL 
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Ontario had produced gold valued at $18,000; in 1920, 
and a half 1930, 56 
37 millions; and in 1932, 47 millions. Canada, 


eleven 
1931, 
he added, would produce this year an amount greatet 
than the total 


millions; in millions; in 


gold requirements to back Canadian 


money. 


| 


“If it were not for Canada’s gold production” said 


the speaker, “our position would be much worse than 
it is today”’. 

In the next six months four or five new gold pro 
ducers are expected in Ontario and there will be others 
in Quebec and other parts of Canada. As yet, 
cluded Mr. McCrea, only the edges of the 


house of Canada have been tapped. 


con 
great treasure 
\ cordial vote oft thanks to the speaker Was extended 


on motion by Percy Scott, and Messrs. Singer and Scott, 


ind their companies were in turn thanked by Mr. 
Kennedy who also included Mr. Harris for his achieve 
ment in getting Mr. McCrea to consent to speak. Mr. 


Kennedy announced that the next meeting would be a 
bowling get-together on or about October 16 and that 
the metal manufacturing companies would sponsor the 


next regular meeting ibout the first week in November. 


Jergen’s Lotion in Smaller Size 


In answer to the persistent demand from druggists 


throughout Canada, the Andrew Jergens Co., Ltd., 
Perth, Ont., has announced the addition of a 25 cents 
size “Jergen’s Lotion.” 
[. M. A. Picnic a Success 

The first Travelling Men’s Auxiliary picnic at Elm 


Park, Woodbridge, Ont., last month was voted an un 
qualified success. The program provided something do 
ing for every minute of the time, and everyone who 
and had a wonderful 


attended, both adult youngster, 


outing. The generosity of manufacturers helped im 
mensely to make the day successful. Among the manu 
facturers who contributed handsome prizes for the occa 
sion were: Colgate-Palmolive-Peet, Ltd.; National Drug 
& Chemical Co., Toronto; McGillivray Brothers; Par 
fumerie Melba of Canada, Ltd.; Lehn & Fink, Canada, 
Ltd.; Weco Products, Ltd.; Andrew Jergens Co.; Lever 
Brothers; Princess Pat Products; Soaps—Perfumes, Ltd.. 
and Palmer’s, Ltd. 

Among those who took an active part in the proceed 
ings of the day were Réné Dean, president of the Travel 
ling Men’s Auxiliary; Julius Hershman, chairman of the 
picnic committee, and Frank Tobin, master of cere 


monies. 


Pharmacy Week Trophy 


A beautiful silver trophy has been offered by F. A. 
Jacobs, secretary of the Ontario Retail Druggists Asso 
ciation, for the best professional window display ex 
hibited in any retail pharmacy in Canada during Phar 
macy Week, October 9 to 14. 
dow display is being selected from photos taken of win 


The prize winning win 


dows from all over the country. 

Film Star (using new toilet preparation): ‘This is 
awful stuff. Why did you buy it?” 

Her Maid: “I 


praised it highly.”—Answers. 


read an advertisement in which you 
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Canadian Patents and Trade Marks 


Hk increasing international trade relations between the United 


States and Canada emphasize the importance of proper patent 


ind trade mark protection in both of these countries in order 


that the expansion of business may not be curtailed by legal dith 
cultic 

For the information of our readers, we ire maintaining a de 
partment devoted to patents ind trade marks in ¢ inada relating te 
the industries fr prese ited by our public ition 

This report compiled from the official record 1 the Canadian 
Patent Othce 


All inquirie 


to patents, trade marks, de 


, should be 


relating 


is, registrations 
opyrights, etc addressed to 
Makk DipakrMint 


New York 


Parent AND TRADI 
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ise 156 
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Acr 1932 
Collegiate Powder pufts Chant & Chantler, Led., Tor 
onto, Ont 
Design of rectangle divided into three triangles having 1 commor 
per it middle of one sick ot triangle ind having two lesser tri 
colored Cosmetics. George W. Beeman, Fairfax road, Bir 


within a circle 


ingles 


mingham, Mich., ¢ 
Blue Bird 
Poronto, Ont 
"Dr. Price Flavoring extracts Price Flay 


Detroit, 


olumbia 


Mich 
Products Co., Led 


ome busines it 
Powder puff ( 
oring Extract Co 


PATIENTS 


435,356 


Glycerine and soap manufacture John Butler Edling 


N.W. 4, 1 


Christian 


} rl ind 


Frederick Raaflaub and Stewart 
Midland, Ont 
New York, N. Y 


ton Johnson, London, 


335,498 Paste tube 
both of 


5,879 Vanity bo Simon Morrison 


Christian Raaflaub, co-inventors, 





London Cosmeticians Concentrate on Eyes 


London beauty specialists are now concentrating on 
the eyes, which are to be made up more than usual, 


but in a subtly attractive manner. Eyebrows are no 


longer plucked to a thin hair line, but are a trifle thicker, 
lotions being offered to increase the growth. 
Eyelashes are long and, W here nature fails, artificial 


ones are provided. Then there is an eyelash cream, to 


xrow lashes naturally into crescent Curves, W hile a 


special brilliantine makes them glossy. 


The latest novelty of all, however, is the shadowy 


lid. This is touched discreetly with a “shadow” de 


cided by the color of the eyes. Since a Paris milliner 


startled the world some time ago by appearing with 
argay of 


green lashes the cult has grown. Now an | 
small round boxes containing different “shadows” awaits 


A paste is faintly 
and 


the choice of the woman of fashion. 


smeared on the upper lid just above the lashes, 
those that have the heavy drooping kind are in luck’s 
way this season. 

Very new is corbeau, a lovely deep shade. Silver or 
gold are alternatives, or a shade of tan. Gray eyes can 
use silver, blue or green and are particularly alluring 
with a green and silver mixture. Green can be used 
with brown 
With the gold and 


silver tint, a matching enamel is used on the 
evening, for “shadows” are 


with striking effect. Hazel eyes are best 
or gold, but must avoid silver. 
nails for 
used only very slightly for 


the day. 
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306,712.—Probak Corp., Jersey City, N. 
Boston, (Sept. 4, 
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1930.) 


to the possibility 
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Shaving cream, shav 





537:333.— 
Bay rum. 
338,024. 

Co., Pleasantville, N. Y. 


Robert Bruce Eaton, Des Moines, la. 


-Dorothea 





Johnson 


Blom, doing 


(Apr. 1, 1926.) 


business as 
(Mar. 15, 1933.)—Skin preparation. 





Hanton 





ing soap. 338,685.—John Santos de Pina, West New York, N. J. (June 
327,003.—Adam Szembrot, doing business as Adam Szembrot 1, 1932.)—Hair preparations. 
Co., Toledo, O. (Oct. 15, 1931.) hein 338,764.—Mabel Escudero, doing business as Rejuvenator Labora 
329.205.—Truslow & Fulle, Inc., Brooklyn, N. Y. (July 23, ‘tory, Daytona Beach, Fla, (Apr. 27, 1933.)—Antiseptic skin Jotion 
1932.) —Bottle closures and beauty treatment. 
329,790.—Deutsche Hydrierwerke, .-G., Berlin-Charlottenburg, 338,938.—Walter P Phillips, doing business Phillips Co 
Germany. (Oct. 15, 1931.)—Soap preparations for treating fabrics. Boston, Mass. (Feb. 18, 1933.)—Toilet preparations. 
331,573.—A. E. Brody, Inc., Philadelphia, Pa. (May 1932.) 339,018.—Bennett Glass Paint Co., Salt Lake City, Utah 
Toilet preparations Feb. 1, 1933.)- Soaps. 
332,722, 334,878 Marion Lambert, Inc., St. Louis, (July $39,048.—Trade Laboratories, Inc., Newark, N. J. (May 29, 
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persiprant. 339,065.—Economy Grocery Stores Corp., Boston. (May 1, 1933 
334,474.—Steam-O-Let Mfg. Co., Long Beach, Calif. (Jan. 3, Toilet preparations 
1933.) —Hair treating chemicals 339,245.—American Chemical Products Co., , New York 
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N. J. (1896.) Toilet preparations Co., New York. (June 1, 1933.)—Hair dressing. 
336,399.—Josie R. Moran, doing business as Youthmist, New 339,526 William E. Hinkel Co., Inc., New York. (Mar. 1, 
York. (Feb., 1933.)—Cosmetics 1933.) —Cosmetics 
337,077 Joseph H. Meyer Bros., w York Mar 1933 339,533.—Harvey S. Morris, doing business Oil City Labs., 
Toilet preparation Oil City, Pa. (Feb. 23, 1933.)—Foot lotion 
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HAIR TONIC omepeVe 
VAZINOL *yhollwand 
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=e S40, 143 ¢ 
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tii AROMIZER ¢ toardy \ 
i’ : 340,186 
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339,567.—Lesquendieu, Inc., New York. (Nov. 6, 1925.) 
Toilet preparations. 

339,617.—Isaac Wald, doing business as Wald Labs., Brooklyn, 
N. Y. (June 14, 1933.)—Hair preparation. 

339,701.—Elizabeth Arden, Inc., New York. (June 5, 1933.) 

Hair removing preparation, 


339,762.—Spooner, Inc., New York. (Jan. 16, 1933.)—Eyelash 
preparations, 

339,778.—Jimmy Durante, doing business as James Durante, New 
York. (Apr. 20, 1933.)—Vanity cases. 

339,809.—Herbert I. Burgess, Chicago. (May 1, 1933 Skin 


freshner. 

339,868.—Harry D. Koenig, doing business as Anré, New York 
Apr., 1928.)—Toilet preparations. 

339,899.—Herbert H. Harris, New York. July 14, 1933 
Cosmetics. 

339,976.—Lena B. Lucas, New York. (June 
oil and hair straightening oil. 

$40,016.—Dr. D. Jayne & Son, Inc., Philadelphia, Pa. (June 19, 
1933.) —Ortho-phenyl-phenol. 

340,085.—E. Daltroff & Cie., doing business as Partumerie Caron, 
Paris, France. (Apr. 4, 1933.)—Toilet preparations 

$40,092.—Bernard A. Mintzer, Bayonne, N. J. (Feb., 1933.) 


Foot pow der. 


26, 1933 Hair 


340,102.—G. G. Joyner, Parsons, Tenn. (Nov. 1, 1932 Hair 
tonic 
340,103.—Aromel Corp., New York. (Dec. 13, 1932.) Device 


for spraying liquids. 

340,141.—J. B. Williams Co., Glastonbury, Conn. (Jan. 19, 
1933.)—Shaving cream. 

340,183.—Robert Bruckner, New York. (July 26, 1933.) 
Hair coloring. 

340,186.—Colgate-Palmolive-Peet Co., Chicago. (Dec. 17, 1931 

Soap. 

340,234.—Louis Paskin, New York. (Jan. 5, 1933.)—Toilet 
preparations. 

340,280.—Cunningham & Farenkopf, Fort Worth, Tex. (Sept 
1, 1932.)—Permanent waving fluid. 

340,302. 

340,313.—Filmodent Co., Chicago. (May 20, 1933.)—Denti 


Artera, Inc., Chicago. (May 25, 1933.)—Paste rouge 


trices. 
340,459. 
Borax. 


Chlorine Chemical Corp., New York. (May 29, 1933.) 


Kenya’s Essential Oil Exports Increase 


The export trade of Kenya Colony in essential and 
distilled oils is rapidly increasing. From only 290 gal- 
lons, valued at £1,775, in 1928, it rose steadily to 1,886 
gallons in 1931 and last year made a spectacular jump 
to 4,434 gallons, worth £9,356 ($46,780). 

In addition to mawah and cedarwood, Kenya Colony 
is rich in indigenous scented plants, but few of them 
are easily collected in their wild state, while it is doubtful 
if they could be economically cultivated on account 
of the firm establishment of similar oils of good quality 
on the market. Nevertheless, they are well worth fur- 
ther investigation. 





British Soap Trade Returns Issued 


Statistics just issued for the first half of 1933 by 
the British Board of Trade show that 99,892 cwts. 
of soap were imported into the United Kingdom, as 
compared with 87,813 cwts. for the corresponding pe- 
riod of 1932, and 169,459 for the first half of 1931. 

British soap exports for the same period totalled 
11,096 cwts. of soft and 355,788 cwts. of hard soap. 
This shows an increase in the case of soft soap over 
the corresponding half of 1932, when the figure was 
10,355 cwts., and a decrease in the case of hard soap, 
exports for January-June, 1932, being 466,598 cwts. 
The respective quantities for January-June, 1931, were 
12,648 cwts. and 479,886 cwts. 


§ Essential Oil Revieu 











340,471 Easson Soap, Inc., Portland, Ore. (Nov. 1, 1932.)— 


Soap. 
340,536, 340,537.—David D. Hyman, doing business as Dr. 
Hyman’s Dental Products Co., Philadelphia, Pa. (Aug. 5, 1933.) 


Cleanser for dentures and tooth paste, respectively. 

340,561, 340,562 J}. R. Watkins Co., Winona, Minn. (July 10, 
1933 and June 24, 1933, respectively Flavoring extracts and 
soap, respectively 

340,716.—David D. Hyman, doing business as Dr. Hyman’s 
Dental Products Co., Philadelphia, Pa Aug. 8, 1933.) Mouth 
wash and antiseptic 

340,768 R. T. French Co., 

Flavoring extracts 


Rochester, N.Y July 28, 1933.) 


340,799 Los Angeles Soap Co., Los Angeles, Calif (1912.) 

Soap. 

$41,019 R. D. Frawley, doing business as Num Specialty Co., 
Pittsburgh, Pa July 1, 1933 Antiseptics 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 


These registrations are not subject to Opposition 

M 306,543 Colgate-Palmolive-Peet Co., Chicago. (July, 1927. 
Serial No, 335,926.)—Soap 

M306,544 Jean Patou, Inc., New York Nov. 5, 1930. Serial 
No. 336,995.)—Toilet preparations. 

M306,815.—Walter Cohen, Baltimore, Md Jan., 1927. Serial 
No. 340,071.) Cosmetics 

M306,818 Goodrich Gamble Co., St. Paul, Minn. (July 19, 


1932. Serial No. 329,112.)—Toilet articles 
M306,829.—Helena Rubinstein, Inc., New York Mar. 1, 1932 
Serial No. 337,984.)—Rouges and lipsticks 


M306,837 Justrite Co., Milwaukee, Wis Sept., 1918. Serial 
No. 340,224.)-—-Soap for dogs and cats. 

M306,840 Buerger Bros. Supply Co., Denver, Colo. (Aug. 1, 
1932. Serial No. 332,807.) Brushless shaving cream. 


M306,841.—Samuel Hiren Lawrence, doing business as Easyshave 
Mfg. Co., Toronto, Ont. (Feb. 15, 1930. Serial No. 331,613.)- 
Shaving cream and shaving soap 

M306,950.—Chinese Trading Co. Corp., Chicago. (Nov., 1929. 
Serial No. 335,498.)—Gourmet powder having food flavoring 
properties, 

M307,079, M307,080.—Bloomingdale Bros., Inc., New York. 
(Apr. 20, 1932. Serial Nos. 339,927 and 339,928.)—Toilet prepa 
rations, 


Drug Institute Seeks to Expedite Code 


Feeling that the delay which has held the retail code 
in suspense for months is working great hardship upon 
retail druggists, the executive committee of the Drug 
Institute of America, Inc., has appointed a special com- 
mittee to wait upon the President. The members of 
the committee are Dr. E. F. Kelly, chairman, secretary 
of the American Pharmaceutical Association; George 
M. Gales, president, Louis K. Liggett Co.; John Dar- 
gavel, secretary, National Association of Retail Drug- 
gists; Harry H. Miller, retail druggist, member of board 
of directors and executive committee of Drug Insti- 
tute; Theodore Weicker, executive vice-president, E. R. 
Squibb & Co.; A. Kiefer Mayer, chairman, Control 
Board of National Wholesale Druggists Association; and 
Wheeler Sammons, managing director of Drug Institute. 

The committee will urge upon the President prompt 
approval of the pending codes and lay before him the 
destructive effects on the small retailer of predatory 
price cutting. 


Reports to the committee indicate that small retailers 
are finding that their added costs under the “Blue Eagle”, 
which the N.R.A. has expected them to pass on to the 
consumer, cannot be regained in the face of destructive 
price cutting. Since these small retailers have been 
operating at a loss, the result will be actual ruin to 
many of them, the Institute concludes, unless relief 


is afforded quickly. 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


(See last page of Soap Section for Prices of Soap Materials) 


ESSENTIAI 


Almond 
BS ©. A. 2 
Sweet True 
Apricot Kernel! 

Amber, crude 
rectified 

Ambrette, oz. _ 

Amyris balsamifera. 

Angelica 

Anise, U. S. P. 

\raucaria 

Aspic (spike ) 
French 

Peru 


Tolu, 


Balsam 
Balsam, 
Basil 
Bay 
Bergamot 
Birch, sweet N. 
Penn. and Conn 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose 
Cade, U. S. P. 
Cajeput 
Calamus 
Camphor “white” 
Cananga,Javanati\ 
Rectified 
Caraway ‘ 
Cardamom, Ceylon 
Cascarilla 
Cassia, 80@85 p. ¢. 
rectified, U. S. P 
Cedar leaf 
Cedar wood 
Cedrat 
Celery 
Chamomile .... (0z.) 
Cherry laurel 
Cinnamon, Ceylon 
Cinnamon, Leaf. 
Citronella, Ceylon. 
Java - 
Cloves Zanzibat 
Cognac 
Copaiba 
Coriander 
Croton 
Cubebs 
Cumin ; 
Curacao peels 
Curcuma 
Cvpress 
Dillseed 
Elemi 
Erigeron 
Estragon 
Fucalvptus 
Fennel, Sweet 
Galhanum 
Galangal 
Geranium, Rose 
Algerian 
Bourbon 
Spvanish 
Turkish 
Ginger “6 
Gingergrass 
Grave Fruit 
Cone. ...... 
Guaiac (Wood) 


‘28 October 


Bit., per Ib. $2. 
2 


OILS 


20a 


0a 


60a 
24a 


Zia 


IVa 
1.00 


10a 


2 00G@ 


Pala 


Ta 


2a 


00d 
00d 


25a 
10@ 
oa 
15@ 
9 50@ 
»>00@ 


1! 


1933 


,p0 


48 


oi 


1.10 


21.00 


.62 


».00 


Hemlock 
Hops 
Horsemint 
Hyssop eee 
Juniper Berries 
Juniper Wood 
Laurel 
Lavender, 
French 
Lemon, Italiar 
Calif. 
Lemongrass 
Limes, distilled 
expressed 
Linaloe 
Lovage ...... 
Mace, distilled 
Mandarin 
Marjoram 
Melissa 
Mirbane 
Mustard, genuine s 
artificial l 
Myrrh ... ; 10. 
Myrtle bed 1. 
Neroli, Bigarade, p. 90. 
Petale, extra l 
Niaouli 
Nutmeg 
Olibanum 
Orange, bitte) 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
dist. a ag ae ha Sa 
Origanum, Spanish. 
Orris root, con (0z.) }. 
Orris root, abs. (0z.) 35. 
Orris Liquid 
Parsley 
Patchouli 
Pennyroyal, 
French Seal at 
Pepper, black 
Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones 
Pine needles, Siberia 
Pinus Svlvestris 
Pumilionis 
Rhodium, imitation. 
Rose, Bulgaria (0z.) 
Rosemary, French. . 
Spanish 
Rue 
Sage —_ 
Sage, Clarv 
Sandalwood, 
India 
Australia 
Sassafras, natural. . 
artificial 
Savin, French 
Spvearmint 
Snake Root 
Spruce 
Stvrax 
Tansy 


Thyme, red 


Amer.. 


Kast 


9@ 
O00 


Rhi@ 
00d 


404 
504 
00a 


OUad 
ya 


Osa 


0a 
204 
0G 
00d 
604 
D0@4 


25 
00d 
15 a 


0a 


Sa 
OU 
O0Td 


00d 


O.00€d 
1 45a 


» 


24 
i004 
710@ 
604 
604 
2? SUfa 
204 
604 
ROG 


00@ 
00@d 


8.004 
004 


.00@ 
2.75@ 
»>00@ 

10@ 
2.104 
204 
5.004 
85a 
2? OUa 
2 2P0@ 
2? OVO 
1.004 
OR8@ 
26a 
2.504 
2.154 
00d 


.00@ 
O0d 
RD a 
24a 
Sa 
25@ 
00d 
34 
00d 
2.204 
604 


Whit 
Valerian 
Verbena ree 
Vetivert, Bourbor 

Java - 

East Indian 
Wine, heavy 
Wintergreen, S’thern 

Penn. & Conn. 
Wormseed 
Wormwood 
Ylang-Ylane, Manila 

Bourbon 


TERPENLESS 


Bergamot 
( love 
Coriande 
Geranium 
Grapefruit 
Sesquiter’less 
lLavende) 
Lemon 
Lime, Ex. ‘ 
Orange, Sweet 
bitte: 
Petitgrain 
Resemary 
Sage, Clary ‘ 
Vetivert, Java 


Ylan: 
OLEO-RESI 


Benzoin 
Capsicum, 
VIII 
Alcoholic 
Cubeb 
Ginger, U. 
Alcoholic 
Malefern 
Oak Moss 
Olibanum 
Orris pe eee: % la 
Patchouli : 
Pepper, black 
Sandalwood 
Vanilla 


DERIVATIVES 
CHEMICALS 


Acetaldehyde 50%.. 
Acetophenone ‘ 
Acetyl Iso-eugeno! 
Alcohol C &.. 
C 9 
> 20 
© #4 
ae 
Aldehyde C 
Cc 9 
Cc 106 
C i} 
Cc i2 = . 
C 14 (so-called) 
C 16 (so-called) 
Amyl Acetate 
Amy! Butyrate 
Amyl Cinnamate 
Amyl Cinnamic Alde 
hyde ; 
Amyl 


Formate 


the American 


0a 1.00 
10.00@ 

3.75@ 7.00 
5004 6.00 
10.004 
0.00€@a 
iF 10) a 

00a 


9004 


25.00 


2.25@ 


».20(G 
29.004 
7.00 


OILS 


LO0d 
6.00@ 

L00@ 
20.00 

S00@ 12.: 
5.00@ 

OU 

Ua S. 
6.75@ 14.5 
I0.00@d 
T8.00@ 90.00 
90,00@115.00 
LOOd 

2 504 
10.004 


30.004 
Ylang ‘ sate 


2X JOG 
NS 


2.504 


2.654 
4.004 
3.25@4 
2.004 
3.254 
1.45@ he 
6.00@ 15. 
3.25@ 
7.00@ 28. 
6.50@ 18. 
1.00@ 4. 
6.00@ 
5.00@ 


AND 


2.004 

2 004 ».00 
9. 00@ 

14.00@ 20.00 
26.00@ 40.00 
18.00@ 30.00 
30.00@ 40.00 
14.00@ 25.00 
28.004 

15.00@ 70.00 
30.00@ 60.00 
35.00@ 50.00 
32.00@ 60.00 
O0O@ 35.00 
5O@ 30.00 
85a 1.00 
100@ 1.25 


2.50 a 


15. 
ae 


3.904 1.00 
L604 1.90 
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\myl Phenyl Acetate 3.604 


Amyl Salicylate (sa 
\myi Valerate . 2.40(a 
Anethol ... gees L.lo@a 
Anisie Aldehyde ... 3.35@ 
Jenzaldehyde, U.S.P. 1.45@ 

OP Ws Minas (e099 1.55@ 
Benzophenone ... 200@ 
Benzyl Acetate 10@ 
3enzyl Alcohol 95@ 
Benzyl Benzoate 1.05@ 
Benzyl Butyrate 50@ 


Benzyl Cinnamate 00E 
3enzyl Formate 2.904 


a 

7 

, 

Benzyl Iso-eugenol 18.00@ 
99 

9 

1 

1 





Benzyl Propionate 25@ 
Benzylidenacetone 2.50@ 
Borneol he ah 604 
Bornyl Acetate .T5@ 
Bromstyrol ......-.- 1.004 
Butyl Acetate 60@ 
Butyl Propionate 2 00@ 
Butyraldehyde ..... 12.00@ 
Carvene ...-.+>- 1.15@ 
CandGl .scawcns ove 3.25@ 
Cinnamic Acid ... 1.00@ 
Cinnamic Alcohol . 2.854 
Cinnamic Aldehyde. 2.50@ 
Cinnamyl! Acetate 10.00@ 
Cinnamyl Butyrate. 12.00@ 
Cinnamyl Formate. 15.00@ 
Citral C. P. 2.004 
Citronellal 2.40@ 
Citronellol ; ; 2 25a 
Citronelly] Acetate. .70@ 
Coumarin .....- 3.504 
Cuminic Aldehyde 62.00@ 
Dibutylphthalate 30@ 
Diethylphthalate .. 52@ 
Dimenthyl 

Anthranilate ... 6.25@ 
Dimethyl Hydroqui 

BN cco eres ..75@ 
Dimethylphthalate H0@ 
Diphenylmethane . 1.75@ 
Diphenyloxide . 1.20@ 
Ethyl Acetate 304 


Anthranilate. 5.50@ 
Benzoate 1.20@ 
Ethyl Butyrate 1.00@ 
Ethyl Cinnamate 1.00@ 
Ethyl Formate ... 1.00@ 
l 
l 


Ethyl 
Ethyl 


Ethyl Propionate 4A0@ 
Salicylate A5@ 
Vanillin 15.00@ 


Ethyl 
Ethyl 


Eucalyptol 604 
Eugenol 2 604 
Geraniol, dom. : 2.004 
Gerany! Acetate 2.90@ 
Geranyl Butyrate 6.00@ 
Geranyl Formate 5.00@ 
Heliotropin, dom. .. 2.10@ 

foreign 2 50@ 


AV’hvde 25.004 


Hvydratropic ) 
3.604 
) 


Hvdroxveitronellel 
Indol, C. P. ... (o2.) 
Iso borneol ;: e 
Iso-buty] Acetate a 





oh G 
Va 
Ha 








Iso-butyl Benzoate 2 7T5@ 
Iso-butyl Salicylate .00@ 
[so-eugeno] ; 3.504 
Iso-safrol 1.75@ 
Linalool ; 1.90@ 
Linalyl Acetate 90% 2.504 
'inalvl Benzoate .. 10.50@ 
Linaly] Formate ... 10.00@ 
Menthol, Japan ... %.00@ 

Synthetic ; 2.25@ 
Methyl Aceto 

nhenone 2 204 


5 Fssential Oil 


Review 


1.00 


1.90 
4.00 

85 
1.50 
2.00 
6.25 
9.00 
20) 
00 
3.00 


7 
4.00 
2 95 
x 


L 


») 


8.00 
5.00 


4.00 


3.50 
3.50 
12.00 
1.00 


00 
00 


~f») 


wwe 


/.00 


5.00 
.60 


2.45 


0 
6.00 





2.50 
20.00 
1.00 
3.50 
6.00 
1.00 
8.00 
7.00 
2 AD 


27.50 
10.00 
5.00 


Methyl! Anthran..a-e 2.50@ 
Methy! Benzoate 1.40@ 
Methyl Cinnamate , 004 
Methyl Eugenol 2.90@ 
Methyl Heptenone. 3.75@ 
Methyl Heptine C’b. 20.00@ 
Methyl! [so-eugenol 8.504 
Methyl Octine Carb. 24.00@ 
Methyl Paracresol 1.65@ 
Methyl Phenylac’tate 2.65@ 
Methyl Salicylate. . A2@ 
Musk Ambrette 6.504 
Ketone ....- 7.50@ 
Xylene sneecte SUG 
Nerolin (ethyl ester) 1.50@ 
Nonyl Acetate 18.00@ 
Octy! Acetate ..... 32.00@ 
Paracresol Acetate. 5.254 
Paracresol Methyl 
a ee 3504 
Paracresol Phenyl 
Acetate van 14.00@ 
Para Cymene. (gal.)  ! 25@ 
Phenylacetaldehyd 
HO 5.004 
100% 8.504 
Phenylacetic Acid 2 50@ 
Phenylethyl Acetate 7.00@ 
Phenylethyl Alcohol 1.25@ 
Phenylethy] But’rate 12.00@ 
Phenylethy! Formate 15.00@ 
Phenylethyl Pro 
pionate 12.00€@a 
Phenvlethyl Val’rate 16.00@ 
Phenvipropyl Acet. 8.00@ 
Phenylpropyl Ale’hol 6.00@ 
Phenvipropyl Alde 
hyde 8 004 
Rhodinol 8.004 
Sete ci ceeecne 32@ 
Santaly! Acetate 22 50@ 
Skatol, C. P...(0z.) 7.00@ 
Styralyl Acetate 20.004 
Styralyl Alcohol 20.004 
Terpineol, C. Fr. 64 
Terpinyl Acetate 2a 
Thymene 35@ 
Thymol 1.90@ 
Vanillin (clove oil) 1.65@ 
(guaiacol) ; 1.40@ 
Vetivervl Acetate 21.004 
Violet Ketone Alpha 5.00@ 
Beta 5004 
Methyl ».25€@ 
Yara Yara (methy 
ester) L50v~@a 
BEANS 
Tonka Beans, Para L.15@ 
Angostura 10@ 
Vanilla Beans 
Mexican, whole ,00@ 
Mexican, cut 2 50@ 
Jourbon, whole 1.00@ 
South Americar 2 00@ 
SUNDRIES AND DRI 
Acetone ‘ .ll@ 
Alcohol, 190-pf. gal.2.57'2 @: 
Almond meal 21a 
Alum, potash 03144 
Aluminum chloride 10@ 
Ambergris 22 50@ 
Jalsam, Copaiba 30@ 
Peru 1.300 
Tolu 90a 
Fir, Canada, gal 9 00@ 
Oregon 1.00@ 
Beeswax, white AVG 
Yellow 244 


36.00 
12.50 
32.00 
6.00 
3.00 
0 
7.50 
9.50 
3.00 


1.75 


6.00 
5.00 


20.00 
1.65 


7.00 
10.50 
1.00 
10.00 
1.75 
16.00 


11.00 
12.00 


12.00 
20.00 


36 


10.00 
Av 


2.40 
5.50 
5.00 
25.00 
10.00 

8.00 

8.00 


1.40 


2 50 


b.o0 
» 
2.4 
) 
20 


GS 


1d 


2.651 


Bismuth sub-nitrate 1.co@ 


Borie acid, ton.. 


Calamine eae 16@ 
Calcium, phosphate US@ 
Ph’phate, tri-basic 13@ 


Sulfate 03% @ 


Camphor bs (a 
Cardamon seed Hola 
Castoreum L7.50a 
Chalk, precip. Vi%@ 
Cetyl \lcohol wa 
Cherry laure! water, 
gal. 1.25@ 
Citric acid 35a 
Civet, ounce 3.75@ 
Cocoa butte 18@ 
Clay, Colloidal O3@ 
Formaldehyde 6G 
Fuller’s Earth, ton 16.00@ 
Formic acid .12@ 
Fatty Acids (See Soap Sec.) 
Guarana raataea 7T5@ 
Gum Arabic, white .20@ 
amber OOwEa 
Gum Benzoin, Siam 1.50@ 
Sumatra 244 
Gum galbanum 1.05@ 
Gum myrrh 25@ 
Henna, powd. 14@ 
Hydrogen peroxid 05@ 
Kaolin 06@ 
Labdanum 504 
Lanolin, hydrus Lk@ 
anhydrous 20@ 
Lavender flowers 21a 


Magnesium, Carbor 


ate wiele 06% @ 


Stearate 19@ 
Sulfate 02%@ 
Musk, ounce 15.00@ 


Oils, vegetable (See Soap Sec. 


tears Ljf@ 
Osa 


Olibanum, 
siftings 
Orange flower water, 


gal. L50@ 
Orange flowers A0G 
Orris root, powd ~%0@a 
Paraffin O34@ 
Patchouli leaves 16@ 
Petrolatum, white Obl. @ 
Phenol l6@ 
Potassium, carbonate A5@ 

Hydroxide O7',@ 
Quince seed VO@ 
Reseda flowers L5v0@a 
Rhubarb root, powd 284 
Rice starch 12@ 
Rose leaves, red nha 

pale 10a 
Rose water, gal LvAaA 
Salicvlic acid ja 
Sandalwood, chips lia 
Saponin Lisa 
Soap, neutral whit 9a 
Sodium, Carb, crys O1%@ 

Phosphate,tri-basic .05'2@ 
Spermacettl i 22@ 
Styrax 10a 
Sulfur, precip. l7@ 
Tartaric acid 27@ 
Titanum oxide 2? 
Tragacanth, No. 1 1-0 
Triethanolamine hia 
Veniceturpentine, al “Oa 
Vetivert root 0a 
Violet flowers Via 
Zine, Peroxide L.10@ 

Oxide .. ljle@ 

Stearate la 
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08% 


AV 
$50 
20 
03 be 
In 


30.00 
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New York Market Report 


USINESS flattened out to some extent in the essen- 

tial oil market during the last month and the volume 
was not up to that reached earlier in the year. This is 
attributable largely to the fact that heavy buying in an- 
ticipation of a rise in prices took place during July and 
August. It was believed at that time that inflation com- 
bined with short crops of a number of important mate- 
ials would force prices to very high levels. As a re- 
sult, buyers went into the market and anticipated their 
requirements for some months in advance. Now they 
are well stocked and have not purchased in normal 
fashion. In addition buying has been hurt to some ex- 
tent by the vagaries of exchange values. It is virtually 
impossible under present conditions to buy for import 
with any degree of confidence. 

Floral products have naturally been much affected by 
the exchange. In addition special conditions surround- 
ing some of them have raised prices and made for mar- 
ket uncertainty. Rose remains in the same position as 
before. In spite of the fact that this year’s crop of 
Bulgarian rose oil was a monopoly of the Bulgarian 
bank, prices and offers have not changed much because 
old stocks in the hands of independent distillers are 
heavy. Much agitation is reported in Bulgaria looking 
to turning the rose production back to the old channels 
and it is believed that some action relaxing the monopoly 
may follow unless the bank is conspicuously successful 
in this year’s operations. It is not anticipated that prices 
will change materially during the next few months. 

Lavender is higher both on account of the exchange 
and because of the short crop. Stocks in Southern 
France are almost exhausted with the result that in- 
quiries and orders find difficulty in being filled. Jasmin 
is also in short crop and with higher prices for the 
flowers it is expected that prices will advance some. 
However, there has been some carry-over of concretes 
and these are not expected to advance as much as 
pomades which will be in short supply. Even at pres- 
ent prices for flowers, the growers are by no means 
compensated for their outlays on this crop and next 
year, it is expected that even higher prices will have 
to be paid if any flowers at all are to be available other 
than those grown by the processers. 

Other floral items are in the usual supply and there is 
no great amount of interest in them. However, ex- 
change has raised dollar prices quite sharply. 

Domestic oils are steadier than they were, and there 
now seems less prospect of much higher prices on pep- 
permint and spearmint. Wormseed is not in large sup- 
ply, but demand is also slack. Tansy and erigeron are 
steady. 

Soap makers’ oils have been featured by the strength 
of geranium. Supplies available are lower than in years. 
It is some years since the crop of either Algerian or 
Bourbon was heavy, but existing stocks have taken up 
the slack without bringing the advances in price which 
were predicted in many quarters. This year, that sur 
plus no longer exists and excepting for stocks held by 
speculators which will be held for the anticipated ad 
vance, there seems hardly enough to carry the market 
beyond the end of the year. Prices here and for ship- 
ment have advanced. 

Other products on the list show little feature other 
than that caused by advancing exchange. With the 
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general demand slack, it is not anticipated that any 
serious advance will take place in the immediate future. 
Should buying on a large scale be resumed, however, 
there is prospect of a return to higher levels covering 
a wide range of items. 


Synthetics and Derivatives 


The market has not been as active as might have 
been the case, had there not been so much buying earlier 
in the season. At the same time, purchasing of syn 
thetics has been somewhat heavier than that which has 
featured the market for essential oils. The domestic 
producers are getting more than the usual share of the 
business, according to reports, on account of the fact 
that the rapid rise in exchange has stiffened prices for 
imported items disproportionately. 

Geraniol has strengthened to some extent owing to 
better demand from soap manufacturers and also to 
rumors which have been heard to the effect that a large 
additional consumer will shortly be in the market for 
regular and heavy supplies. How much truth there 
is in this is doubtful, but should it take place, large 
quantities of this product will be required to take care 
of the additional demand. Linalool is steadier under the 
influence of somewhat improved purchasing. 

The finer products on the list are more active and 
such items as phenyl ethyl alcohol, rhodinol, artificial 
musks and the higher aliphatic aldehydes and alcohols 
are in better request. Prices on these have firmed up 
although actual advances have not been much in evi- 
dence. Plans for further domestic production are re- 
ported which will materially assist the domestic indus- 
try although probably not at the expense of importers 
should exchanges become stabilized and business _per- 
mitted to be done with more confidence. 

In general, a fairly active consuming season is antici- 
pated and sellers believe that prices will be firm if not 
actually higher during the next few months. 





Siamese Buy More American Toiletries 
American cosmetics are well liked in Siam, and this 
item is one of the few American products to show a 
slight increase in the Siamese fiscal year ended March 
31, 1932, over the twelve months ended March 31, 
1931. The customs figures for the year ended in 
March 1933 have not yet been published. It is impos- 
sible to give an accurate estimate of American imports 
of cosmetics owing to the fact that transshipments are 
usually made at Hongkong and Singapore. As regards 
direct shipments, the value of cosmetic imports from 
the United States increased from $7,101 in 1931 to 
$7,452 in 1932. Germany and the United Kingdom 
ranked ahead of the United States. The total value of 
imports of perfumery and cosmetics for the years re- 
ferred to are as follows: 1931, $149,184; 1932, $85,- 

689. (Vice Consul Andrew G. Lynch, Bangkok.) 





Price of Immortality 


“Did you know that I have taken up story-writing as 
a career?” 

“No; sold anything yet?” 

“Yes, my watch, my saxophone and my overcoat.”— 
Tit-Bits. 
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Oil Imports Show Business Gain 


HE statistical Department of the Bureau of Raw 

Materials for American Vegetable Oils and Fats 
Industries finds that imports of animal and vegetable 
oils and fats and oleaginous raw materials during the 
first eight months of 1933 have increased approximately 
25 per cent over the volume imported during the same 
period in 1932, according to import statistics compiled 
by the United States Department of Commerce for the 
month of August, and as yet unpublished. 

The total imports of oils, plus the calculated oil yield 
of imported raw materials, totals 1,118 million pounds 
for the first eight months of 1933. Of this volume, 83 
million pounds are listed as “edible” vegetable oils as 
compared to 70 million pounds so listed by the Depart- 
ment of Commerce in 1932; 540 million pounds, as 
“other” vegetable oils; 454 million pounds are the cal- 
culated oil yield of imported raw materials; 34 million 
pounds as fish oils; and 7 million pounds as animal oils. 

If the same percentage increase is maintained through- 
out the next four months, the total imports for this 
year will approximate 1,686 million pounds of oils. This 
will still be approximately 100 million pounds under 
the five year average annual imports of 1,785 million 
pounds during the last five years. 

Imports of coconut oil have increased slightly from 
181 million pounds in the first eight months of 1932 
to 189 million pounds in the same period of 1933. How 
ever, imports of copra have increased from 270 million 
pounds to 413 million pounds. 

As compared to the first eight months of 1932 palm 
oil imports have increased from 152 million pounds to 
195 million pounds; tung oil, from 52 to 69 million 
pounds; perilla oil from 9 to 19 million pounds; and 
sunflower seed oil from 14 to 22 million pounds. Im- 
ports of other oils have remained generally constant. 

Imports of flaxseed have increased from 5.6 million 
bushels to 6.9 million bushels. 

The monthly imports of all oils, plus the calculated 
oil yield of raw materials, decreased from 130 million 
pounds in January of this year to the year’s low of 94 
million pounds in April. 
each month since April, with 182 million pounds being 
imported in July and 184 million pounds in August. 


Increases have been noted in 


The first imports of soyabean oil came in during Au 
gust, when 1,150,000 pounds were imported. Likewise, 
of the 2,414,000 pounds of linseed oil imported this 
year, 2,153,000 pounds were entered August. 

Total exports of all oils and fats have been about the 
same during the first eight months of 1932 and 1933, 
523 million pounds being exported in 1932 and 526 mil 
lion pounds in 1933. 
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Index Number of Oils and Fats 


HE index number of 23 oils and fats as compiled by 
the Bureau of Raw Materials tor American vegetable 
oils and fats industries for the month of September, 1933, 
is 74.2, the base period used being August 1, 1909, to July 
31, 1914, this base period being identical with that em- 
ployed by the Department of Agriculture in compiling 
its price index numbers for farm products. The index 
number for all farm products for the month of Septem- 
ber, 1933, as compiled by the United States Department 
of Agriculture is 70. The average index number of 
the 23 oils and fats declined 3.5 points from the month 
of August, during which month the average stood at 
77.7 as estimated by the Bureau of Raw Materials. The 
average index number for all agricultural commodities 
was 2 points lower for September, 1933, than it was 
during August, 1933. Although the index number for 
oils and fats underwent a greater decline than did the 
average index number for agricultural products, it still 
remains 4.2 points higher than the latter. 
The index numbers of some of the principal oils and 
fats for September, 1933, are as follows: 


Castor oil 97.3 
¢ hinawood oil 91.6 
Linseed oil 116.4 
Cod oil 65.6 
Corn oil 95.4 
Cottonseed oil 65.8 
Coconut oil 43.6 
Lard 56.0 
Menhaden oil 58.9 
Oleo oil 64.8 
Rapeseed oil 96.4 
Palm oil 62.6 
Oleo stearine 46.8 
Tallow 46.4 
Sulfur olive oil 83.5 
Soya bean oil 124.3 





Dr. Duncan Addresses Chemists 


Dr. R. A. Duncan, director of process development, 
Proctor & Gamble Co., Cincinnati, addressed a joint 
meeting of the New York Section of the American 
Chemical Society, the Society of the Chemical Industry, 
the Electrochemical Society and Societé de Chimie In 
dustrielle at the Chemists Club, New York, October 6. 
His subject was ‘Modern Detergents,” and in an inter 
esting paper he traced the history of detergents down 
to the present day and sodium lauryl sulfate, the latest 
Dr. Duncan, by means of graphs and demonstrations 
before the audience, showed the remarkable solubility 
and suds-producing qualities of sodium lauryl sulfate in 
hard and sea water as compared with soap, and also its 
advantages in washing the hair, fabrics and even dishes. 
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Soap Materials Market 


Vegetable Oils 


Consumers of vegetable oils for the past couple of 


weeks have been buying very sparingly. This is 
due, largely, because during the early Spring and Sum 
met months most buyers covered their torw ard require 
ments. 
that 


new ed activily. 


Deliveries on old contracts have been good, so 


in the not far distant future there should be re 


Crude coconut oil is nominally quoted at 2%xc Ib., 


Pacific Coast, and at 3c lb., New York, in sellers’ tanks 
for this year and at '4c per pound higher for January 


June. Acidulated coconut oil soap stock, basis 98‘, 


> 


saponifiable, is quoted at 27 ¢ 
New York, for this year. 


to 3c lb. in tanks, f.o.b. 


Crude corn oil has been holding fairly steady at 4« 
to 4c lb., f.o.b. Midwest mills. 
is somewhat 


Crude cottonseed oil 
domestic crude soya bean is 
f.o.b. Midwest mills. 

Sulfur olive oil foots is quoted for October forward at 


57/ec |b. New York, or 6'ec Ib., New 


York, for car lots in packages. Commercial denatured 


easy, W hile 


holding steady at 6c |b., 
sellers’ tanks, 
olive oil has been active, with sales of fair-sized quanti 


ties for future shipments on the basis of 69¢ per gallon, 


t.o.b. New York 
A. H. Horner. 


Tallow 


commodities 
While it ap 


pears very likely that price levels are due for an about 


Fats in common with the entire list of 


experienced a set back during the month. 
face, it is difhcult to guage the time. However, it would 
scarcely seem probable that a situation so contrary to 
the intent of the Government’s gigantic recovery plan 
should be permitted to proceed in the wrong direction 
indefinitely. 

During the past Tew months a very considerable ton 
nage of both tallow and grease has been shipped ovel 
seas to European buyers, such purchasing having been 
greatly stimulated by the favorable exchange differential. 

The present finds fancy tallow nominally priced at 
3'¢ to 3 4 per pound, delivered; house grease and 
other similar grades are held at 3c; No. 2 tallow at 3« 
to 3¥gc per pound. 

Middle West 


packers’ grade of tallow quoted at 33gc, Chicago. 


Conditions in the are quiet, the prime 


PREY 


Toilet Preparations in Portugal 


Portugal is not an important market for imported 


cosmetics. Price is of paramount importance, and even 


in the cities those who can afford to purchase imported 
toiletries are few. The greatest local demand is for 
face powder, lipsticks, manicure preparations, perfumes, 
dentrifices, toilet 


ind depilatories, follow ed by soaps, 


and rouge. The demand tor special face creams, face 
lotions, and shampoos is limited, since these preparations 


Hai 


shaving soaps, and accessories for the male trade, how 


are not widely used. tonics, talcum powders, 


ever, are always in demand. 
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Prices of Soap Materials 
Tallow and Grease 


Tallow, N. Y. C. extra secees ss 90.08% G 
Edible ..... caver een we Ga Soe 
Fancy Sead od O01L%@ 

Grease, white ...... pease ae 
House 02% 
Yellow 02% 

Lard 0514 

Fatty Acids 
% Saponifiable, tanks.. .04 

Corn Oil, 95% T.F.A. tanks Sdeie - 

Red Oil, distilled, tanks 04% 
Saponified . gimerticds ee 04% 

Stearic Acid, single pressed... sine ae 
Double pressed 09% ¢ 
Triple pressed ; eis vais 12% 

Soap Making Oils 

Castor No. 1, tanks er 
No. 3, tanks Ree .O9 

Coconut, Ceylon Grade, tanks 02% 
Cochin grade, tanks 0314 
Manila grade, tanks ; 02% 

Corn, crude, Midwest mill, tanks 04% 

Cotton, crude, Southeast, tanks ...... 04% ¢ 
TNE ca a ar nw e-6 06 
Foots, 50% T.F.A. ‘ eu hee 01 

Lard, common No. 1 barrels ... ine | 

Olive, denatured, max. 5% i 
drums gal. ee 
Foots, prime, green, barrels 

Palm, Lagos, max. 20% F.F.A.., 
Niger, casks ; 

Palm, kernel, tanks 

Peanut, crude, barrels 
Refined, barrels oy. 

Soya beans, max. 2% F.F.A., 
mill, tanks mee 

Tallow, acidless, barrels 2 a 

Whale, Crude No. 1, Coast, tanks 
Refined, barrels 


drums 


Midwest 


Glycerine 
Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 
Soap, lye 


Rosin 
Barrels of 
$4.90 K 
95 M 
5.00 ee 
5.05 WEES sors 
5.05 W.W. 
5.05 X 
On Wood 


Chemicals 


100 pound 


280 pounds 


Acid, muriatic, 18 

Sulphuric, 60°, ton 
66°, ton 

Borax, crystals, carlots, ton 

Cyclohexanol (Hexalin) 

Naphtha, cleaners, tank cars 

Potassium, carbonate, 80@&5% 


Hydroxide (Caustic potash) 
92% 


RRA 


Salt, works, ton 
Sodium carbonate 
light, 100 pounds ; 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40 drums, 
pounds 
Sulphate, anhydrous 
Phosphate, tri-basi¢c 
Zine oxide 


(Soda ash) 


Soda) 


works, 


031, 
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